





DR. R. W. MILLER, Hope Natural Gas Company, Pittsburgh, Pa. 
“Invaluable to the scientifically inclined and to the practical 
individual in the gas industry.” 

LEON J. WILLIEN, Public Utility Engineering § Service Corp., 
Chicago, Ill. “A splendid compilation . .. . needed in the gas 
industry for some time.” 

PROFESSOR J. J. MORGAN, Columbia University, New York, 
N.Y. “The most useful contribution to the gas industry’s tech- 
nical information which has been published for some time.” 
A. R. POWELL, Koppers Company, Pittsburgh, Pa. 
helpful to the chemists and engineers of the gas industry.” 
P. T. DASHIELL, Philadelphia Gas Works Company, Philadelphia, 
Pa. “This publication, FUEL-FLUE GASES, is a remarkably 
fine piece of work.” 
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A FEW FACTS ABOUT THE NEW BOOK 


Two Hundred Pages—attractive oatmeal cloth 
binding, 8-1/4 x 11-3/4in.; 37 charts, 78 tables. 


The combined work of the industry’s experts 
on gas chemistry and interpretation. 


Published by the Chemical Committee of the 
American Gas Association Technical Section, 


Price te members of A.G.A., f.o.b.,N. Y. $2.50 
Non-member price, f.o.b., N. Y. $5.00 


Order now from: 


AMERICAN GAS ASSOCIATION 
420 Lexington Avenue + New York, N. 1. 
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The pioneers had something— 
and so did the gas industry when it 
started the A. G. A. Testing Labora- 
tories for the gas consumer's protec- 
tion, thus leading the most enlight- 
ened consumer movement of our 
time. Opening of the new Pacific 
Coast Laboratories’ building focused 
public attention on this little-known 
contribution of our industry... . 
From the trenchant pen of Henry 
Obermeyer, advertising ace and one- 
time editor of the MONTHLY, comes 
a vigorous defense of the adminis- 
tration of the national advertising 
fund. It’s required reading for ad- 
vertising men. . A significant 
trend toward conservation of natural 
gas and development of efficient pro- 
duction practice has been given a big 
boost by the Gas Well Deliveries’ 
Subcommittee. Mr. Rawlins, a mem- 
ber, here tells the story of this mon- 
umental work. ... Mrs. Bowser 
presents some interesting straws to 
apply to water heater sales problems 
and, incidentally, injects a minor jolt 
to our complacency about the future 
market... . Akin to “Acres of 
Diamonds in your own backyard” is 
Miss Mitchill’s disclosure of the 
wealth of information in your own 
company library. Are you 
— about beauty in the bakery? 
Take a quick look at that double- 
page center spread in this issue and 
be prepared for a quick turn-about. 
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Published eleven times a year by the American 
Gas Association, Inc. Publication Office, Ameri- 
can Building, Brattleboro, Vt. Publication is 
monthly except July and August which will be 
a bi-monthly issue. Editorial Offices, 420 Lex- 
ington Avenue, New York, N. Y. Address all 
communications to American Building, Brattle- 
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“The River Crossing” shows the laying of a new pipe line 


across the Arkansas River by the Oklahoma Natural Gas Com- 
pany. Photographed by Ruth Canaday, this picture won a $5 
award in the contest for MONTHLY frontispiece illustrations. 
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A PIONEERING MOVE 
.... Safe-Guarding the Consumers’ Interests 





EDICATION in Los Angeles of the new building 

designed to house the expanded Pacific Coast Branch 
of the American Gas Association Testing Laboratories calls 
attention to the increasing importance to consumers of a 
farsighted program for their protection by making avail- 
able gas-burning appliances meeting carefully prepared na- 
tional standards. 

Although the almost universal testing of manufactured 
products, ranging from foods to fabrics, has become a 
prominent feature of modern American life, the gas in- 
dustry pioneered in assembling a group of the most com- 
petent authorities in setting up gas appliance requirements 
based on standards of safety, durability and efficiency as 
well as convenient and satisfactory operation, and further- 
more established in 1925 at Cleveland, Ohio, one of the 
earliest industrial testing laboratories. 


Public-spiritedness, to be sure, characterized the activities 
of this great century-old industry from the beginning, but 
progress along such lines had been individual and localized. 
At the turn of the century, there were no recognized stand- 
atds of what constituted a good gas range, then the most 
commonly used gas appliance. A housewife wishing to pur- 
chase a range had no way of determining what models 
were dependable. There were many important things she 
naturally wished to know: How fast would the top burners 
heat up a quantity of water? How soon should the oven 
reach a desired baking temperature? Could the thermostat 
be depended upon to control the temperature in the oven? 
These questions and many others were constantly in her 
mind. 

The gas industry rightly believed that the housewife 
wanted to know and was entitled to know all the answers 
and have complete assurance of high standards to serve as a 
guide in the purchase of a range. As early as 1903, a few 
large utilities prepared general specifications to guide applli- 
ance manufacturers in meeting such requirements. Al- 


though they were improved from time to time, they were 
not generally applied. Nevertheless, they were a beginning 
and a basis for the national standards which followed. 

Upon its own initiative, in 1925, the American Gas Asso- 
ciation set about to establish its program of self-regulation. 
Suitable standards with which gas appliances for the use 
of its customers must conform, then became a primary ne- 
cessity. Committees were promptly formed to draw up re- 
quirements, not only for ranges, but for all other types of 
gas-fired domestic equipment. 


Representation was not limited to gas company executives 
and appliance manufacturers, however. Serving since its 
early days on the body supervising the preparation of all 
standards, known as the Approval Requirements Commit- 
tee, are representatives of the American Home Economics 
Association, U. S. Bureau of Home Economics, National 
Bureau of Standards, U. S. Bureau of Mines, U. S. Public 
Health Service, National Safety Council, American Institute 
of Architects, National Association of Master Plumbers, 
Heating, Piping and Air Conditioning Contractors Na- 
tional Association, Associated Factory Mutual Fire Insur- 
ance Companies, all representing general and consumers’ 
interests. Also serving on this Committee are seven repre- 
sentatives of gas companies who are in day-to-day contact 
with the consumer, and eight representatives of gas appli- 
ance manufacturers. Since 1930, this body has also been a 
Sectional Committee, Project Z 21, of the American Stand- 
ards Association, leading national agency for the develop- 
ment of all classes of industrial, commercial and consumer 
standards. 

No less than 300 national authorities on gas and gas 
appliance problems compose, at the present time, the mem- 
bership of the subcommittees which report to the Approval 
Requirements Committee. While new models of gas appli- 
ances are designed and developed by their individual manu- 
facturers, the members of these committees initiate the 








Group of utility executives, including Franklin S. Wade, president, Southern. California and 
Southern Counties Gas Companies, inspecting equipment at the new A.G.A. branch lab- 
oratories in Los Angeles. At right, a group of manufacturers looks over the enlarged 
facilities 


standards which they must meet and 
by which they are tested at the Labora- 
tories. As a consumer's guide in desig- 
nating tested and approved appliances, 
such equipment is required to bear the 
Laboratories Approval Seal. 

The Cleveland and Los Angeles 
Testing Laboratories, working in con- 
junction with these committees, have 
expanded as increasing numbers of 
manufacturers have recognized the 
value of the Approval Seal. Over 
95% of all gas appliances offered on 
the market today bear this trade-marked 
emblem. These Laboratories are now 
the largest and best equipped of their 
kind in the world and represent a far- 
reaching consumer-industry movement, 
in cooperation with well known public 
agencies. One of the most valuable 
results of this movement has been the 
raising of safety and performance 
characteristics of gas appliances to a 
high level. As such, they have di- 
rectly benefited millions of gas users 
in the United States and Canada. 


Reliable Consumer Guides 

Both the Laboratories Approval Seal 
on tested domestic gas appliances and 
the Laboratories Listing Symbol on their 
accessories stand for industry pledges 
to the consumer that these appliances 
and accessories comply throughout with 
American Standards. They thus represent 
reliable and authoritative national guides 
in the purchase of gas equipment. 

Constant research and development 


on the part of the industry inevitably 
bring changes with greater benefit to 
the consumer during the passage of 
time. Approximately every two years 
the requirements subcommittees com- 
pletely revise the standards for the 
specific gas appliance for which they 
are responsible and bring them up to 
date with current developments. Con- 
sistent with this constructive and pro- 
gressive program, the Approval Re- 
quirements Committee at its last meet- 
ing approved nine sets of requirements 
for certain gas appliances and acces- 
sories from which the consumer soon 
will benefit. 


Handmade Models Tested 

In planning to present a new line, 
a manufacturer may submit his hand- 
made model to the Laboratories in 
either Cleveland or Los Angeles for 
test. The Laboratories’ engineers then 
test it to determine whether it com- 
plies with current national concepts of 
substantiality, safety and serviceability. 
If changes are found necessary they 
can be adopted before the manufac- 
turer makes any large investment in 
tools, patterns and dies, which the in- 
troduction of new models always brings 
about. This practice not only results in 
economy and satisfaction to the manu- 
facturer but also makes available an 
improved appliance for consumers’ use. 
Records of tests indicate that 99.8% 
of all appliances submitted for tests 
are corrected or changed in one way or 
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Alexander Forward, managing 

director, American Gas Association, 
presenting A. F. Bridge, vice president ani 
general manager, Southern Counties Ga 
Company, and member of the Laboratori 
Managing Committee, with a bronze marim 
clock and barometer set in recognition @ 
his efforts in securing a permanent home 
for the Pacific Coast branch laboratories 


other before they are finally approved 
There is no compromise when it coms 
to certifying an appliance or an #% 
cessory as approved. 

Special studies conducted by the Lab 
oratories in behalf of the gas industy 
afford the manufacturer an extremely 
accurate basis of comparison with com 
petitive appliances as well as indicate 
in a definite manner how improve 
ments could and should be made 
perfect his gas appliances. This, with 
numerous investigations covering a 
most every known phase of gas apple 
ance construction and performanc, 
has had a pronounced effect in im 
proving the quality and performance 
of modern gas appliances sold in the 
United States and Canada. 

Due to such large scale research 
development and testing work, mor 
startling advancements and improve 
ments have been made in domestic gas 
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iances in the last 10 years than in 
the previous 40. To mention a few 
which have reduced consumers’ gas 
bills as well as increased their satisfac- 
tion with the performance of gas ap- 

Jiances, the thermal efficiency of top 
burners of a gas range has increased 
50%. This means that it gives about 
one-half more heat for the same 
amount of gas burned. The over-all 
service efficiency of water heaters has 
jncreased about 25%. This means one- 
fourth more hot water for the same 
cost—and so on down the line. 

This record speaks eloquently for 
the Laboratories and the consumer- 
industry movement which they are fur- 
thering. To summarize briefly, their 
importance to consumers has been to 
‘make available to them a wide variety 
fof tested and approved gas appli- 
lances to meet every household need, 
fo bring about steady improvement of 
erformance on all new models offered 


"to the public, and to develop increased 


substantiality of construction. 

It is said that nowhere in the an- 
nals of American business is there a 
record among the major industries of 
one that has made more effort and co- 
operated further than the gas industry 
to establish a comprehensive national 
program of self-regulation and highest 
possible standards to safeguard its con- 
sumers’ interests. 


A. G. A. Laboratories Hold 
4-Day Open House 


ORE than 600 gas company repre- 


sentatives, gas appliance dealers, 
manufacturers, representatives of the local 
press, and civic leaders attended the four 
day Open House at the new American Gas 
Association Testing Laboratories, Pacific 
Coast Branch, 1425 Grande Vista Avenuc, 
Los Angeles, February 9 to 15. 

A special Open House for the press and 

civic leaders was held on Friday, February 
9; February 12 and 13 were set aside for 
gas appliance dealers and jobbers; February 
14 for gas company employees; and Febru- 
ary 15 for manufacturers. Wide publicity 
was secured through local newspapers and 
tadio stations, and special writers from vari- 
ous trade and scientific magazines visited 
the Laboratories to secure material for 
special illustrated stories. 
The Open House which was held in con- 
junction with the Spring Sales Conference 
of the Pacific Coast Gas Association brought 
many sales executives from up and down 
the Pacific Coast. 

Major Alexander Forward, managing di- 
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rector of the American Gas Association, 
R. M. Conner, director of the American 
Gas Association Testing Laboratories, and 
R. B. Harper vice-president of The Peoples 
Gas Light and Coke Company of Chicago 
and a chairman of the Approval Require- 
ments Committee of the American Gas As- 
sociation, came to California for the occasion. 

A. F. Bridge, vice-president and general 
manager of the Southern Counties Gas 
Company, was presented with a bronze ma- 
rine clock and barometer desk set by the 
Laboratories’ Managing Committee in rec- 
ognition of his efforts in securing a per- 
manent home for the Pacific Coast Branch 
Testing Laboratories. G. E. Steller, assistant 
to the vice-president in charge of construc- 
tion of the Southern Counties Gas Com- 
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pany, received an engraved wrist watch, for 
his work in designing and supervising 
construction of the new quarters. These 
presentations were made for the Manag- 
ing Committee by Major Forward at a gen- 
eral assembly meeting of the Pacific Coast 
Gas Association Sales Conference on Tues- 
day, February 13, in the Embassy Audi- 
torium. 

During the Open House ceremonies, typi- 
cal testing set-ups were in operation in 
the various departments, demonstrating the 
tests applied to various appliances and ac- 
cessories. These were representative of the 
numerous tests applied to secure Associa- 
tion approval on appliances and certifica- 
tion on accessories. Members of the Lab- 
oratories’ staff acted as hosts to the visitors 
and explained the various testing procedures. 


Te 


Gas Industry Ahead of Its Time 
with Consumer Movement 


NTICIPATING by many years today’s 
widely discussed consumer-industry 
movement sponsored by various consumer 
groups, the gas industry, through the Amer- 
ican Gas Association Testing Laboratories, 
has attained in advance the standards which 
are the purpose of this movement, Alexan- 
der Forward, managing director of the As- 
sociation, told those attending the Open 
House ceremonies, February 9, at the 
Pacific Coast Laboratories’ new building. 

“The Association’s files,” Mr. Forward 
said, “contain ample evidence of acceptance 
of our standards and of our testing and certi- 
fication by public agencies everywhere. We 
have been commended by the Government 
departments, such as the Bureau of Stand- 
ards, the Bureau of Mines, the Public 
Health Service and the Home Economics 
Division of the Department of Agriculture, 
all having a part in the preparation of our 
requirements. 

“We are known in the American Stand- 
ards Association as one of its most im- 
portant activities. Time and again we have 
been featured in articles in books, reports, 
women’s magazines and in many other 
quarters as an outstanding example of 
American industry policing itself in the pub- 
lic interest.” 

Mr. Forward also pointed out that col- 
lege courses in consumer studies have de- 
scribed the work and scope of the A.G. A. 
Testing Laboratories. 

Referring to the consumer movement in 
the United States as the most significant 
development of our time, Mr. Forward said: 

“The consumer is becoming more and 
more articulate. He and she are organized, 
are working through groups, are publiciz- 
ing their point of view in many ways, are 
urging their claims upon law-making bodies. 

“Any comprehension of the current con- 
sumer movement is sufficient to demonstrate 
its significant size and importance and the 
folly of trying to dismiss the subject with 
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any such implication that it is merely a 
communist-inspired stunt. 

“No doubt many of you have seen the 
survey recently made by Business Week, a 
McGraw-Hill publication, devoted to the 
interest of American business. In other 
words the survey was made from the stand- 
point of an industry like ours and not from 
any theoretical or subversive source. Busi- 
ness Week survey sums it up like this: 


‘Time was when it might have seemed 
possible to laugh off the Schlink and Kal- 
let malcontents as obvious crackpots. But 
not so today. The malcontents have fo- 
mented a movement that has vitally af- 
fected the business of marketing goods. 
Today, the consumer movement is some- 
thing which must be considered as un- 
emotional reality. Whether its program 
is good or bad, sound or unsound, sane 
or insane is pretty much beside the point. 
To business, which has a tremendous 
profit stake in the preservation of con- 
sumer satisfaction, the first and most im- 
portant thing is to know precisely what 
that program is—at its worst, at its ulti- 
mate. Only on the basis of such an ob- 
jective understanding of what the consumer 
movement is can business intelligently 
formulate its own program of defense.’ 


“Even such a paper as Advertising Age, 
which might be expected to deprecate the 
strength of the consumer movement an- 
nounces in its special discussion of this sub- 
ject in the issue of January 8, 1940, that 
the consumer movement ‘has now indubi- 
tably moved into the position of No. 1 
Problem of American Business and Industry.” 

“The mere list of organizations listed by 
Advertising Age as “Who's Who in the 
Consumer Movement’ is sufficient to dem- 
onstrate beyond cavil the strength and 
resources of that movement. 

“In the face of such a showing can any- 
body ‘pooh-pooh’ this most significant de- 
velopment of our time? The ostrich with 
his head in the sand may feel comfortable 
but no one ever said that the ostrich had 
intelligence.” 
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Beware the Gypsies! .. . Hewing to 


the Line in National Advertising 





HE title of this talk is not inten- 
foe misleading, but if there is 
any mystery connected with it, I want 
to clear it up before I begin. The gyp- 
sies referred to are the vagrant ideas, 
the poaching publications, the tres- 
passing interests that constantly assail 
every large-scale advertising effort and 
from which that of our own industry 
has by no means been immune. 

I am not personally familiar with the 
details of other industry advertising 
campaigns, but certain of those who 
specialize in such matters and who have 
observed the experience of the gas in- 


By HENRY OBERMEYER 


Consolidated Edison Co. of 
New York, Inc. 
New York, N. Y. 


The gas industry had been talking 
about an industry-wide promotion pro- 
gram for seventeen years before an ac- 
tual beginning was made back in 1936. 
At that time the objective of A. G. A. 
advertising was clearly defined, and the 
advertising committee accepted it as a 
mandate which has not since been al- 
tered even momentarily. It read as fol- 








dustry tell me that they have never 
known a similar undertaking that has 
been carried through quite so consist- 
ently, so single mindedly, or so unerr- 
ingly with respect to its original pur- 
pose. For this, I think, you must pay 
tribute to your National Advertising 
Committee. I can say that with all 
modesty, even though I am a member 
of that committee, because the full 
credit for the achievement which I have 
just cited belongs to the head man 
and steering wheel of the gas indus- 
try’s advertising program, A.G. A.’s 
vice-president and Kansas City’s Major 
T. J. Strickler. 


Address before A. G. A. Mid-West Regional 
Gas Sales Conference, Chicago, Ill., February 
15-17, 1940. 


lows: ‘To promote public acceptance 
of gas as the modern, efficient fuel for 
all household, industrial and commer- 
cial purposes for which heat is re- 
quired.” 

Every member of the national com- 
mittee and of the subcommittee on copy 
knows this by heart and often recites 
it at committee meetings as a sort of a 
ritual. Possibly that is the reason why 
there has been such a remarkable ab- 
sence of bickering and such uniformity 
of judgment in all advertising commit- 
tee procedure. There is a saying among 
our members: ‘When something is 
right we all recognize it at the same 
time.’ Conversely, when one member 
feels uneasy over any project, all the 
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rest promptly place a large questig 
mark over it. 

If I can do nothing else, I shoulj 
like to leave with you if possible 
impression of the principles underlying 
the conduct of the national gas adve 
tising program, and the manner j 
which we have tried to adhere to them 
during the past three and a half yeap 
Strict adherence has not been easy. Fj 
hundred thousand dollars a year look 
deceptively like a lot of money whe 
you look at it all in one piece. But th 
nibblers can make short work of iti 
you give them a chance. In Soul 





America, in the inland waters of Brazil, 
there is, they tell me, a fish called the 


Piranha. The average length of tht 
fish is about a foot to six inches, yeta 
man accidently plunged in the wates 
where they teem will be stripped @ 
every inch of flesh before he can swift 
farther than his own length. 

Every advertising budget has ® 
Piranhas, particularly one that is d& 
rected and operated by a committeé 
Every media, every type of publication 
has its friends who have influent 
within the industry, and every such pub 
lication considers itself a vital part 
our advertising schedule. Certain of 
our people, including those who pas 
on the contributions of their companies, 
may have pet ideas and schemes 
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which they sometimes urge diverting 
what they invariably term a “‘small” 
share of the total appropriation. 

The National Advertising Commit- 
tee deems it its duty to protect all con- 
tributors even against their well-mean- 
ing selves by upholding the integrity of 
the basic plan. Obviously this could 
not be accomplished without the intel- 
ligent cooperation of everyone con- 
cerned, and it is one of the nine won- 
ders of the advertising world that the 
far-visioned gentlemen who control the 
purse strings have by common consent 
agreed to leave the administration of 
the campaign in the hands of those 
who have been selected for that pur- 
pose because of their special interest 
and competence. 

I wonder how many here are familiar 
with the way our organization is set up. 
You should be, because this is essential 
to a proper understanding of the pro- 
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gram as a whole. Administration of 
the advertising is in the hands of two 
committees. The directing committee 
of thirteen men, representing as many 
sections of the country, determines ma- 
jor policies which are reviewed at least 
twice a year. A smaller committee of 
seven, composed of men who direct the 
advertising of local utility companies, 
is concerned with copy, the selection of 
media, and the preparation of tie-in 
material, and therefore works closely 
with the advertising agency. It is a 
fixed rule that individual committee 
members shall not see advertising solic- 
itors. This is the function of the 
agency; the committee passes only on 
recommendations and on the facts. 
The physical character of the adver- 
tising is determined by the Copy Sub- 
committee, made up for the most part 
of working advertising men who are 
also practical gas men of many years 


This advertisement in four colors will appear in the April 20 issue of The Saturday Evening 
Post as a part of the national gas advertising campaign 
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standing. This committee meets fre- 
quently, some of its members traveling 
half way across the continent, and 
when they do it is a steady all-day ses- 
sion, including the lunch hour, during 
which past, current, and future copy is 
dissected down to the last comma and 
semi-colon. 

In an important sense the Copy Com- 
mittee is the key to the whole cam- 
paign. It not only exercises a creative 
function in directing the activities of 
the agency’s copy and art staff, but it is 
directly responsible to the National 
Committee in seeing that the advertis- 
ing hews to the line according to poli- 
cies laid down for the conduct of the 
program. Contrary, perhaps, to the 
general belief, such policies are estab- 
lished with a long-term objective, 
seldom for less than a calendar year; 
and they are held to with almost fanatic 
adherence. Attractive sounding schemes 
(for gypsies are always supposed to be 
attractive) appear in the guise of Op- 
portunity which, under any other con- 
ditions, might be difficult to resist. But 

















always the disguise has been penetrated 
and the opportunity set down for op- 
portunism, which it usually is. 

The broad lines of policy have 
changed very little since the inception 
of the campaign. To show how they 
have developed it might be worth re- 
calling the conception which the indus- 
try held as to its purposes at the time 
when the first advertising copy was be- 
ing prepared. In a bulletin dated June 
22, 1936, the National Advertising 
Committee set forth a five-point goal 
which I quote as follows: 


1. To build up and establish in the 
minds of millions of housewives 
throughout the United States the feel- 
ing that gas is a thoroughly modern 





cooking fuel—that it has certain inher- 
ent advantages which are reflected in 
actual cooking results. 

2. To establish definitely the feeling 
that gas ranges being manufactured to- 
day are as modern in their operating 
features and as attractive in appearance 
as those being advertised extensively 
by the electric industry. 

3. To promote an appreciation of 
the economic advantages from the cost 
standpoint of using gas for cooking. 

4. To create an appreciation of the 
merits of gas for cooking so as to en- 
courage present gas customers, includ- 
ing the younger generation, to continue 
the use of gas and at the same time 
create the urge to replace old and ob- 
solete equipment with modern gas 
ranges, rather than other types. 

5. To strengthen the position of the 
gas industry in its competitive situation 
with other industries by inviting atten- 
tion to the many advantages provided 
by the use of gas in the home. 


These points constituted an effort to 
answer questions as to the nature of the 
proposed copy that was to appear in na- 
tional magazines in the domestic field. 
It did not deal with the industrial and 
commercial phases of the campaign, 
which were regarded as important at 
that time and have become, if anything, 
increasingly so. 


Rebuilding Prestige for Gas 

Note, however, that the first four of 
the five points that I have just quoted 
deal exclusively with the subject of gas 
cooking and gas ranges. No one with 
a memory, I am sure, needs to be re- 
minded of the reason for this. In 1934, 
1935, and 1936 the gas industry was in 
a bad spot. The trend was downward, 
electric range competition was aggres- 
sive, and even some gas men counseled 
a policy of quiet but gradual liquida- 
tion, with promotional efforts, if any, 
confined to building up the heating 
load in which gas fuel was accorded at 
least an outside chance. Worst of all, 
however, was the public attitude to- 
ward gas which, surveys showed, was 
rapidly veering to the belief that gas 
was outmoded as a source of energy, 
particularly for cooking, and that mod- 
ernity and electricity were synonymous 
terms. 

It is recognized today, I believe, that 


the national advertising program ar- 
rived just in the nick of time to change 
the direction of public thinking, to put 
gas once more in the spotlight and, 
most important of all, to give renewed 
encouragement to gas men in every 
community, large or small, wherever 
magazines that influence the lives and 
habits of American families are read. 
Cooking by gas and by modern gas 
ranges was the obvious and only effec- 
tive way of approach to the major prob- 
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In its 1940 regional advertising campaign, 

the Pacific Coast Gas Association features 

Blondie and Dagwood, of comic-strip and 
movie fame 


lem, which was that of rebuilding at 
once the prestige of the gas industry in 
the eyes of the public and the con- 
fidence of the gas man in the future of 
that industry. This was still true re- 
gardless of any other motives or objec- 
tives, because gas cooking was, as it 
still is, the common denominator of our 
business, the one universal point of 
contact with our customers; and gas 
cooking was being threatened—in fact, 
was on the skids. Once let the retreat 
begin within the ranks of 16,000,000 
gas cooking customers, and the rest of 
the business would be in the position 
of isolated outposts, cut off from their 
line of communication and supplies. 
Well, that was the theory, and I am 
not saying it wasn’t a good one. The 
psychology, however, was purely de- 
fensive, and really inspired advertising 
is seldom if ever derived from such 
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origins. Your advertising co it 
quickly recognized this and so 
faced with its first important polig 
question. The decision was in effgy 
the old military one that the best ¢ 
fense is an energetic offense. 

But it was really more than thy 
When the situation was analyzed it wy 
seen that, in spite of all the talk, oy 
real enemy was not the electric range 
nor indeed any external force. The rej 
threat to gas and especially gas cg 
ing lay in the millions of outdated, 
adequate, antique-looking gas apg 
ances that were slowly but 
breeding dissatisfaction with and egy 
disgust for our service in the gloom 
kitchens of our best customers frm 
coast to coast. Ignorant of the fact tii 
their gas ranges were neither typ 
nor representative of the best that gy 
had to offer, these people looked, ¢ 
were led to look, for salvation to th 
messiah of electricity which had @ 
ready done so much to brighten ther 
lives and their labors so that they wer 
used to referring to this era as an ele 
tric age. 




































Advertising Psychology 





This was distinctly an advertising 
problem. It could be solved in no othe 
way, but it had to be done positively, 
constructively. So there was another 
question of policy for the committer 
to decide. There are two ways to doi 
job of that kind, and the wrong way, it 
this instance, was hallowed by plenty 
of precedent. That is, one of the bes 
ways of selling an improved products 
to make people dissatisfied with their 
present possessions: “before and after, 
“Mr. Foolish and Mr. Wise,’’ don’t-be 
a-wall-flower psychology. But the ga 
industry has not only a promotional 
problem ; it has a public relations inter 
est as well. And there was no question 
about the average gas user being dissat 
isfied. She was, and it didn’t requift 
gas industry advertising to remind het 
of the fact. 

So the decision was taken to put out 
best foot forward, to concentrate on the 
modern features and beauties of the 
new gas ranges and to let this infor 
mation point its own moral. In4 
remarkably short time, judging by the 
standards of other industry advertising 
campaigns, the basis was laid for a for 
ward advance, and the fear of compt 
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Gas Production ... A Decade of 
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OOKING 
back over the 
last ten years of 
producing and 
marketing natural 
gas one cannot 
help but realize 
that there has been 
a very significant 
and important 
trend taking place 
—a trend not ap- 
parent from month to month but very 
apparent over a period of time. This 
has been the increased operating efh- 
ciency in producing and marketing 
natural gas through the elimination of 
wasteful practices. 

In reviewing the changes in pro- 
duction practices to find out just how 
this trend has occurred, it is discovered 
that the process is similar to develop- 
ments in other industries where a few 
far-seeing executives and engineers 
started a program of educational and 
investigative work and kept at it until 
others realized the importance of the 
ptogram and began to support it. 


E. L. Rawlins 


Program of Education 

As time went on the cumulative ef- 
fect became like a growing snowball 
and what previously had been common 
ptactices became recognized as waste- 
ful practices. The educational part of 
the program helped to gain the sup- 
port of the industry, of the public, 
and of state regulatory bodies. The in- 
vestigative part of the program helped 
to discover and devise methods by 
which wasteful practice could be elim- 
inated in preference to more efficient 
and less wasteful ones. 

This program of education and in- 
vestigative work has been centered 
largely within the Main Technical and 
Research Committee of the Natural 
Gas Section of the American Gas Asso- 
ciation, and it is particularly significant 
that the committee has undergone very 
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® Following up last month’s article 
by Harry D. Hancock on the work 
of the Pipeline Subcommittee, the 
MONTHLY here presents a re- 
view of the notable achievements 
of another subcommittee of the 
Main Technical and Research 
Committee of the Natural Gas 
Section—that on Gas Well De- 
liveries. 
Working under the leadership of 
N. C. McGowen, president, 
United Gas Pipe Line Company, 
and past president of the Asso- 
ciation, this subcommittee has 
made substantial progress toward 
its major objective of natural gas 
conservation through elimination 
of wasteful natural gas produc- 
tion practices. 
In addition to Chairman Mc- 
Gowen and the author, Mr. Raw- 
lins, the subcommittee includes 
M. A. Abernathy, H. S. Bean, 
H. P. George, J. R. Hatfield, R. 
W. Hendee, Wm. Moeller, Jr., 
H. C. Otis, L. T. Potter, M. A. 
Schellhardt, and Ross M. Stuntz. 
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few personnel changes during its en- 
tire life. The work on gas production 
has been undertaken by the Subcom- 
mittee on Gas Well Deliveries. 

The capacity of a natural gas well to 
produce gas usually has been described 
in terms of the open flow delivery and 
the rock pressure, and these measure- 
ments also have been used to describe 
gas wells for purposes of contracts and 
for recognition by state regulatory 
bodies. 

At the time the Subcommittee on 
Gas Well Deliveries first began its 
work it was common practice to meas- 
ure the open flow delivery of a well 
while blowing the well wide open to 
the air. This was a wasteful practice 
and is recognized as one at the present 
time; however, at that time it was the 
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only known method of determining 
open flow delivery. 

Through a research program spon- 
sored by the American Gas Associa- 
tion a comprehensive set of data was 
obtained from about six hundred gas 
wells located in the principal gas pro- 
ducing areas of the United States. A 
thorough analysis and study of all these 
data resulted in deriving a consistent 
relationship between rate of gas de- 
livery and well pressures. This rela- 
tionship now is used throughout most 
of the industry in determining open 
flow deliveries without the necessity of 
blowing wells to the air. 


. . . 
Waste Eliminated 


The advantages of such practice are 
numerous: Natural gas waste is elim- 
inated; gas wells are not subjected to 
extreme conditions of flow which 
might result in caving of sand and 
lime formations, water coning and the 
trapping of gas by water in the under- 
ground reservoir; and the danger of 
damaging well equipment through the 
high velocity of gas containing abrasive 
materials is materially reduced. 

It also is now known that pressure 
and flow data obtained on gas wells 
under open flow conditions really do 
not show the true picture of the deliv- 
ery capacity of the wells under operat- 
ing conditions and, therefore, are not 
as a reliable basis for controlling pro- 
duction and solving special gas produc- 
tion problems as are data obtained 
under conditions similar to regular op- 
erations. 

The first work of the committee on 
gas well deliveries was limited to reg- 
ular gas wells and the devising of a 
method which resulted in the elimina- 
tion of blowing wells to the air. The 
results of this work have been pub- 
lished through the cooperation of the 
American Gas Association in Bureau 
of Mines Monograph 7 entitled “Back 
Pressure Data on Natural Gas Wells 
and Their Application to Production 





cooking fuel—that it has certain inher- 
ent advantages which are reflected in 
actual cooking results. 

2. To establish definitely the feeling 
that gas ranges being manufactured to- 
day are as modern in their operating 
features and as attractive in appearance 
as those being advertised extensively 
by the electric industry. 

3. To promote an appreciation of 
the economic advantages from the cost 
standpoint of using gas for cooking. 

4. To create an appreciation of the 
merits of gas for cooking so as to en- 
courage present gas customers, includ- 
ing the younger generation, to continue 
the use of gas and at the same time 
create the urge to replace old and ob- 
solete equipment with modern gas 
ranges, rather than other types. 

5. To strengthen the position of the 
gas industry in its competitive situation 
with other industries by inviting atten- 
tion to the many advantages provided 
by the use of gas in the home. 


These points constituted an effort to 
answer questions as to the nature of the 
proposed copy that was to appear in na- 
tional magazines in the domestic field. 
It did not deal with the industrial and 
commercial phases of the campaign, 
which were regarded as important at 
that time and have become, if anything, 
increasingly so. 


Rebuilding Prestige for Gas 

Note, however, that the first four of 
the five points that I have just quoted 
deal exclusively with the subject of gas 
cooking and gas ranges. No one with 
a memory, I am sure, needs to be re- 
minded of the reason for this. In 1934, 
1935, and 1936 the gas industry was in 
a bad spot. The trend was downward, 
electric range competition was aggres- 
sive, and even some gas men counseled 
a policy of quiet but gradual liquida- 
tion, with promotional efforts, if any, 
confined to building up the heating 
load in which gas fuel was accorded at 
least an outside chance. Worst of all, 
however, was the public attitude to- 
ward gas which, surveys showed, was 
rapidly veering to the belief that gas 
was outmoded as a source of energy, 
particularly for cooking, and that mod- 
ernity and electricity were synonymous 
terms. 

It is recognized today, I believe, that 


the national advertising program ar- 
rived just in the nick of time to change 
the direction of public thinking, to put 
gas once more in the spotlight and, 
most important of all, to give renewed 
encouragement to gas men in every 
community, large or small, wherever 
magazines that influence the lives and 
habits of American families are read. 
Cooking by gas and by modern gas 
ranges was the obvious and only effec- 
tive way of approach to the major prob- 
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In its 1940 regional advertising campaign, 

the Pacific Coast Gas Association features 

Blondie and Dagwood, of comic-strip and 
. movie fame 


lem, which was that of rebuilding at 
once the prestige of the gas industry in 
the eyes of the public and the con- 
fidence of the gas man in the future of 
that industry. This was still true re- 
gardless of any other motives or objec- 
tives, because gas cooking was, as it 
still is, the common denominator of our 
business, the one universal point of 
contact with our customers; and gas 
cooking was being threatened—in fact, 
was on the skids. Once let the retreat 
begin within the ranks of 16,000,000 
gas cooking customers, and the rest of 
the business would be in the position 
of isolated outposts, cut off from their 
line of communication and supplies. 
Well, that was the theory, and I am 
not saying it wasn’t a good one. The 
psychology, however, was purely de- 
fensive, and really inspired advertising 
is seldom if ever derived from such 
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origins. Your advertising co 
quickly recognized this and so 
faced with its first important polig 
question. The decision was in effey 
the old military one that the best d& 
fense is an energetic offense. 

But it was really more than thy 
When the situation was analyzed it 
seen that, in spite of all the talk, og 
real enemy was not the electric range 
nor indeed any external force. The rej 
threat to gas and especially gas o 
ing lay in the millions of outdated, 4 
adequate, antique-looking gas appl 
ances that were slowly but su 
breeding dissatisfaction with and @ 
disgust for our service in the glog 
kitchens of our best customers fi 
coast to coast. Ignorant of the fact 
their gas ranges were neither typi 
nor representative of the best that 
had to offer, these people looked, @ 
were led to look, for salvation to th 
messiah of electricity which had 
ready done so much to brighten the 
lives and their labors so that they wer 
used to referring to this era as an ele 
tric age. 


3 


Advertising Psychology 

This was distinctly an advertising 
problem. It could be solved in no othe 
way, but it had to be done positive 
constructively. So there was anothe 
question of policy for the committe 
to decide. There are two ways to do 
job of that kind, and the wrong way, i 
this instance, was hallowed by pleat 
of precedent. That is, one of the be 
ways of selling an improved producti 
to make people dissatisfied with the 
present possessions: ‘before and after, 
“Mr. Foolish and Mr. Wise,” don’t 
a-wall-flower psychology. But the g 
industry has not only a promotion 
problem ; it has a public relations inte 
est as well. And there was no questié 
about the average gas user being diss 
isfied. She was, and it didn’t requit 
gas industry advertising to remind it 
of the fact. 

So the decision was taken to put@ 
best foot forward, to concentrate ont 
modern features and beauties of # 
new gas ranges and to let this inti 
mation point its own moral. If 
remarkably short time, judging by! 
standards of other industry advertist 
campaigns, the basis was laid for ai 
ward advance, and the fear of comp 
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OOKING 
back over the 
last ten years of 
producing and 
marketing natural 
gas one cannot 
help but realize 
that there has been 
a very significant 
and important 
trend taking place 
—a trend not ap- 
parent from month to month but very 
apparent over a period of time. This 
has been the increased operating efh- 
ciency in producing and marketing 
natural gas through the elimination of 
wasteful practices. 

In reviewing the changes in pro- 
duction practices to find out just how 
this trend has occurred, it is discovered 
that the process is similar to develop- 
ments in other industries where a few 
far-seeing executives and engineers 
started a program of educational and 
investigative work and kept at it until 
others realized the importance of the 
program and began to support it. 


E. L. Rawlins 


Program of Education 

As time went on the cumulative ef- 
fect became like a growing snowball 
and what previously had been common 
practices became recognized as waste- 
ful practices. The educational part of 
the program helped to gain the sup- 
port of the industry, of the public, 
and of state regulatory bodies. The in- 
vestigative part of the program helped 
to discover and devise methods by 
which wasteful practice could be elim- 
inated in preference to more efficient 
and less wasteful ones. 

This program of education and in- 
vestigative work has been centered 
largely within the Main Technical and 
Research Committee of the Natural 
Gas Section of the American Gas Asso- 
ciation, and it is particularly significant 
that the committee has undergone very 
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® Following up last month’s article 
by Harry D. Hancock on the work 
of the Pipeline Subcommittee, the 
MONTHLY here presents a re- 
view of the notable achievements 
of another subcommittee of the 
Main Technical and Research 
Committee of the Natural Gas 
Section—that on Gas Well De- 
liveries. 
Working under the leadership of 
N. C. McGowen, president, 
United Gas Pipe Line Company, 
and past president of the Asso- 
ciation, this subcommittee has 
made substantial progress toward 
its major objective of natural gas 
conservation through elimination 
of wasteful natural gas produc- 
tion practices. 
In addition to Chairman Mc- 
Gowen and the author, Mr. Raw- 
lins, the subcommittee includes 
M. A. Abernathy, H. S. Bean, 
H. P. George, J. R. Hatfield, R. 
W. Hendee, Wm. Moeller, Jr., 
H. C. Otis, L. T. Potter, M. A. 
Schellhardt, and Ross M. Stuntz. 
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few personnel changes during its en- 
tire life. The work on gas production 
has been undertaken by the Subcom- 
mittee on Gas Well Deliveries. 

The capacity of a natural gas well to 
produce gas usually has been described 
in terms of the open flow delivery and 
the rock pressure, and these measure- 
ments also have been used to describe 
gas wells for purposes of contracts and 
for recognition by state regulatory 
bodies. 

At the time the Subcommittee on 
Gas Well Deliveries first began its 
work it was common practice to meas- 
ure the open flow delivery of a well 
while blowing the well wide open to 
the air. This was a wasteful practice 
and is recognized as one at the present 
time; however, at that time it was the 
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only known method of determining 
open flow delivery. 

Through a research program spon- 
sored by the American Gas Associa- 
tion a comprehensive set of data was 
obtained from about six hundred gas 
wells located in the principal gas pro- 
ducing areas of the United States. A 
thorough analysis and study of all these 
data resulted in deriving a consistent 
relationship between rate of gas de- 
livery and well pressures. This rela- 
tionship now is used throughout most 
of the industry in determining open 
flow deliveries without the necessity of 
blowing wells to the air. 


"Waste Eliminated 


The advantages of such practice are 
numerous: Natural gas waste is elim- 
inated; gas wells are not subjected to 
extreme conditions of flow which 
might result in caving of sand and 
lime formations, water coning and the 
trapping of gas by water in the under- 
ground reservoir; and the danger of 
damaging well equipment through the 
high velocity of gas containing abrasive 
materials is materially reduced. 

It also is now known that pressure 
and flow data obtained on gas wells 
under open flow conditions really do 
not show the true picture of the deliv- 
ery capacity of the wells under operat- 
ing conditions and, therefore, are not 
as a reliable basis for controlling pro- 
duction and solving special gas produc- 
tion problems as are data obtained 
under conditions similar to regular op- 
erations. 

The first work of the committee on 
gas well deliveries was limited to reg- 
ular gas wells and the devising of a 
method which resulted in the elimina- 
tion of blowing wells to the air. The 
results of this work have been pub- 
lished through the cooperation of the 
American Gas Association in Bureau 
of Mines Monograph 7 entitled “Back 
Pressure Data on Natural Gas Wells 
and Their Application to Production 





Practices.” This part of the work of 
the committee was completed during 
the first part of 1936. 

In May of 1936, the subcommittee 
began to study methods of producing 
and controlling deliveries from com- 
bination gas and oil wells. This work 
has been divided into two parts: first, 
obtaining as much information as pos- 
sible through research of the physical 
condition of gas, oil and other liquid 
hydrocarbons produced from wells, and 
also on gas-oil and gas-liquid ration 
variations; second, obtaining as much 
information as possible from actual 
operating fields regarding the results 
obtained from different kinds of prac- 
tices. 


Solving Production Problems 

As all this work has progressed it 
has become evident that basic infor- 
mation on the character of gas, oil and 
other liquid hydrocarbons under condi- 
tions of high temperature and pressure 
are extremely important in solving the 
problems relating to production from, 
combination oil and gas wells or from 
high pressure gas wells. This develop- 
ment has led to the designing and 
building of special high pressure appa- 
ratus so that any pressure and tempera- 
ture conditions existing in a high pres- 
sure reservoir can be duplicated in the 
laboratory. In fact, it now is possible 
to recombine gas and liquid in the 
proportions in which it is produced 
from any well and subject these mate- 
rials to any desired condition of pres- 
sure and temperature and find out just 
how they act under these different con- 
ditions. As a further refinement, a 
small window of glass can be built in 
the apparatus in which this work is 
done and a visual observation can be 
made of the materials under different 
pressure and temperature conditions. 

Such studies permit a more thorough 
knowledge of the physical character- 
istics of the materials and supply data 
from which commercial plants and 
processes can be planned and designed. 
It is surprising how developments in 
the industry have changed rather rap- 
idly as such studies as these have pro- 
gressed which has emphasized the 
readiness of the industry to take ad- 
vantage of the growing knowledge 
and change their production practices 
accordingly. 


One important development in the 
Southwestern part of the United States 
has been the discovery of large vol- 
umes of gas at great depths and sub- 
jected to high reservoir pressure and 
temperature. Such gas may be found in 
a gas cap in the same formation with 
oil, in a separate formation above a 
formation containing oil, in a separate 
formation and not associated with oil 
development at all, and in a formation 
containing oil and gas in large volumes 
in such a manner that gas-oil ratios are 
high during early productive life. 


Progressive Trend 

Changes are occurring at the present 
time in production practices for these 
different types of gas accumulation, 
and a trend of thought is beginning to 
become very evident throughout the 
entire industry to eliminate the waste 
of gas and to increase the efficiency of 
the recovery of oil or other liquid hy- 
drocarbons through more efficient pro- 
duction practices. For example, when 
an oil field is now discovered, studies 
are made during its early productive 
life to find out whether or not it is a 
gas drive field or whether the energy 
comes from water. If the energy is sup- 
plied by gas and further study indi- 
cates the existence of a gas cap there is 
a cooperative effort between operators 
and state regulatory bodies to produce 
oil from the field in such a manner 
that gas waste does not become serious. 

During the past several years a large 
number of high pressure fields have 
been developed where production is 
limited to gas and a liquid hydrocar- 
bon that has been termed “condensate.” 
Through research and laboratory tests 
it has been determined that this prod- 
uct, while liquid at the surface of the 
ground when produced under ordinary 
production methods, is gaseous in the 
reservoir under reservoir pressure and 
temperature. In other words, the ‘‘con- 
densate”” is condensed out of the gas 
due to reduction of pressure or tem- 
perature or both. 

The production of this product has 
a direct bearing on the gas industry in 
several different ways. By proper pro- 
duction practices this product can be 
obtained at high operating pressure 
(about 1200 pounds per square inch) 
which makes it economically possible 
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& 
to return the gas after separation of 
the condensate from it to the forme 
tion from which it was produced. This 
practice prevents waste of large vob 
umes of gas and also prevents com 
densation from gas in the reservoig 
but more important still permits saving 
the gas and using it for market require. 
ments in an orderly manner. 

The research work on the recovey 
of condensate and gasoline in high 
pressure reservoirs together with the 
experience gained so far from prag 
tical recycling operations from several 
high pressure gas fields has indicated 
that the economics of operation is dé 
pendent primarily upon two principal 
factors: first, the extent of gas reserve 
which determines the life of a projeg 
and second, the amount of condensate 
that can be condensed from the gas 
which has a direct bearing on annual 
revenues. As a result of the need for 
accurate knowledge of these two fae 
tors the Subcommittee on Gas Well 
Deliveries is at the present time stress 
ing studies relating to the proper meth 
ods of estimating reserves in high pres 
sure fields and the kind of product tha 
can be obtained from recycling oper 
tions under different conditions in oF 
der to design the most efficient and 
economical recycling plant. 


Spacing of Gas Wells ° 
Another important situation bei 
considered is the proper spacing | 
wells in a high pressure field of # 
kind. The trend at the present time 
developing a field of this kind is 
plan the most favorable spacing 
tern for a recycling operation, drill 
only wells essential to such an ope 
tion, and then operating the field # 
first recycling the gas to obtain tit 
condensate and returning the gas @ 
the formation where it is held for mat 
ket requirements. In this way if 
portant revenues are obtained mot 
quickly both by operating companits 
and interested royalty owners from tht 
production and sale of condensate ati 
gasoline obtained during the recyclig 
operations and revenues can be @ 
tained from the gas when and as itS 
needed for pipe line requirements. 
Looking ahead, it is entirely possi 
that recycling operations can be & 
tended from condensate fields to tf 
combination oil and gas fields, and ti 
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subcommittee is now making a special 
study of this problem. Several fields 
have recently been developed in which 
the products obtained at the well con- 
sist of crude oil, condensate and gas, 
the crude oil ranging from a few per 
cent to as high as ninety to ninety-five 
per cent of the total products produced 
by the well. The special study being 
made on fields of this type is concerned 
primarily with the kind of process and 
plant needed to recover the combined 
crude oil and condensate and treat it so 
that it will meet the necessary specifi- 
cations of a saleable product. 

Many of the regulatory bodies of 
oil and gas producing states have been 
giving serious consideration to the con- 
servation angles of production from 
these different reserves where the waste 
of gas and the consequent inefficient 
production of oil is liable to become a 
serious problem, and there is a grow- 
ing tendency for very close coopeta- 
tion between these regulatory bodies 
and the operators with reference to 
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proper production practices that should 
be used. For example, the Railroad 
Commission of Texas, after a series of 
hearings last year promulgated an or- 
der classifying the fields in Texas on 
the basis of a gas-oil ratio of 100,000 
cubic feet per barrel. In this order it 
is very important to stress that the ratio 
is based upon liquid produced from 
the sand and not upon the total liquid 
produced at the surface of the ground. 
In other words, any liquid produced 
from a well that results from the con- 
densation from gas due to pressure and 
temperature reduction is not considered 
in establishing the gas-oil ratio. 

In conclusion it seems important to 
stress the fact that the gas industry 
has been alert and is becoming more 
alert all the time to take advantage of 
any new knowledge that will permit 
more efficient operation and less waste, 
and through the American Gas Asso- 
ciation is continuing to sponsor re- 
search work and education to gain 
these ends. 
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National Gas Industry Leader 


Dies After Long Illness 


B. DENNING, 

* former presi- 
dent of the Ameri- 
can Gas Association 
and leader in the 
natural gas industry 
of the nation, died 
at his home in Dal- 
las, Texas, February 
6 after an illness of 
two years. 

Mr. Denning, who 
was born on a farm 
in Indiana was one 
of the founders of 
the Lone Star Gas Company and was presi- 
dent of the organization at the time of his 
death. Through him the natural gas busi- 
ness of Texas had achieved national leader- 
ship, for in 1921 he served as president of 
the Natural Gas Association and was 
elected president of the American Gas As- 
sociation in 1935. 

In early boyhood he went to Cincinnati, 
Ohio, and entered the railway service, 
working as water boy, car checker and 
lumber clerk, while he studied law at night. 
In 1899 he was admitted to the bar at 
Columbus, Ohio and started legal practice 
ina small southern Ohio town. In 1902 he 
became associated with natural gas interests 
aS an attorney and since then has served 
the industry in practically every important 


L. B. Denning 
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natural gas producing area in the country. 
In 1910 he became general counsel for the 
Ohio Fuel Supply Company and was 
elected vice-president of the company in 
charge of distribution in 1918. 

At one time he was president and general 
manager of the Fayette County Gas Com- 
pany operating in Western Pennsylvania; 
secretary and treasurer of the Northwestern 
Ohio Natural Gas Company, owning pipe 
lines supplying Toledo; and for several years 
was secretary and treasurer of the Tropical 
Oil Company and assistant secretary and 
treasurer of the Penn-Mex Fuel Company. 

Active in the organization of the Lone 
Star Gas Company in 1909, he was a mem- 
ber of the company’s first board of directors 
and had served as a director since that time. 
In May, 1915, he was elected president of 
the Lone Star. 

During President Woodrow Wilson’s ad- 
ministration, Mr. Denning was a member 
of the National Committee on Natural Gas 
Conservation. 

In addition to his contribution to the de- 
velopment of the Southwest, he had been 
prominent in Dallas civic affairs. He served 
as president of the Dallas Chamber of Com- 
merce for two terms, headed the emergency 
relief committee of that organization and 
later was chairman of the Dallas County 
Relief Administration. 

Probably one of his greatest interests 
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aside from business was his work on behalf 
of boyhood. He served a number of years 
as president of Circle 10 Council, Boy 
Scouts of America, and just before his 
death was named President Emeritus of 
this group. He also served as chairman of 
the Tri-State Council which includes Boy 
Scouts in Oklahoma, Texas and New Mex- 
ico. 

He was a member of the Dallas Histor- 
ical Society, the Chamber of Commerce and 
was a leader in the Centennial celebration 
in Dallas in 1936. Other affiliations in- 
cluded the Dallas Athletic Club, Dallas 
Country Club and the City Club. 

Mr. Denning is survived by his wife; 
one son, L. B. Denning, Jr., vice-president 
and operating manager of Texas Cities and 
Community Natural Gas Companies; and 
daughters, Mary Katherine Denning of 
Dallas and Mrs. Ira Rinehart of Tulsa, 
Oklahoma. 


Hourly Weather Reports 
Aid Gas Company 


HE new high and low frequency radio 

receiving set installed in Lone Star Gas 
Company’s dispatcher’s office for weather 
reports will eliminate a large number of 
telephone calls to field points over the 
Lone Star System daily, according to Tom 
Long, chief dispatcher. 

Installed January 3, the radio brings in 
hourly weather reports on nineteen cities 
within a radius of 250 miles of Dallas, 
and aids in coordinating operation of pipe 
lines, compressor stations, regulator sta- 
tions and gas fields particularly when tem- 
peratures are dropping. 

The reports, broadcast from Fort Worth 
as a part of the regular airway meteoro- 
logical service to aid navigation, are re- 
corded on special forms which have been 
prepared for the dispatchers and include 
temperatures, wind direction and velocity, 
barometric pressures and cloud conditions. 
M. S. Ball, assistant chief dispatcher, takes 
the daily reports. 

The radio is turned on automatically 
every hour by an electric clock and a sec- 
ond loud speaker has been installed in the 
telephone switchboard room for use at 
night by dispatchers on duty, Mr. Long 
said. 


F. S. Whittaker Dies 


REDERICK S. WHITTAKER, former 

treasurer of The Philadelphia Gas 
Works Company, died January 28 at his 
home in Philadelphia. He was 65 years 
old. 

He was formerly vice-president of the 
United Savings and Beneficial Association, 
a United Gas Improvement employees’ 
group, and treasurer of the U.G.I. Bene- 
ficial Association. He was a member of the 
American Gas Association from 1919 to 
1937. 








Straws in the Wind... 
Arouse Provocative Questions 
on Gas Water Heaters 





ECENTLY several things have 
been brought to my attention 
which make me wonder whether men 
in the industry are aware of the trend 
of feminine thought which may seri- 
ously affect the future sale of automatic 
gas water heaters. As may be expected, 
the picture is black and white, destruc- 
tive and constructive. In order to sell 
women you must give them a personal 
reason for buying, a reason for buying 
Now and you must convince them that 
you give them more than they pay for. 
Bear this in mind and you will find 
below at least one straw which will 
apply to your own sales problem. 


1. How Important Is Hot Water in 
the Home? 

A recent popular quiz program 
brought out the statement that “more 
hot water is used in the home than 
cold water.” I doubted that statement, 
as probably many women did. I checked 
in my own family for one week and 
discovered several things which I had 
not known. 

I found that my maid is making tea, 
coffee, in fact doing all her cooking, 
with water from the hot water faucet. 
I found that every day she does a small 
washing. She is scrubbing, using hot 
water for cleaning, not once, but sev- 
eral times a day. For years she has pre- 
pared my tub for me, and now once or 
twice every day she copies me and fills 
her tub with hot water. We are not 
puddle-bathers in our family, and nei- 
ther are our servants. 

I found that all members of the fam- 
ily reach automatically for the hot wa- 
ter faucet whenever they wash their 
hands, wash out a pair of stockings or 
use the shower. Certainly in our family 
we use more hot water than cold. 

Is it not possible, in proving this 
statement that more hot water is needed 


By BERNICE BOWSER 


Bowser Service Corp., 
New York, N. Y. 


than cold, we can also prove that every 
family needs an automatic gas water 
heater ? 


2. Laundry Equipment Due for 
Aggressive Push 

In reading of the expanded promo- 
tional program planned on all fronts 
during 1940 by one of our large manu- 
facturers you probably caught the line 
stating that electric ranges will be re- 
duced from $10 to $75 per model. 
And this is not disturbing because of 
our sound, colorful CP range advertis- 
ing. No doubt you checked the state- 
ment that electric refrigerators will be 
reduced. And this bothers nobody be- 
cause we have what everybody wants, 
the only silent automatic refrigerator. 
But what resolutions did you make 
when you read of the new automatic 
washer which will be introduced in 
March and delivered in June? With- 
out automatic hot water of what real 
value is an automatic washer ? 

Naturally, if the gas industry does 
not step in and invite people to save 
money by using a gas water heater, 
show them why they should replace 
their old water heaters with a modern 
automatic gas model, may not the trend 
be to replace with an electric water 
heater? Would it not be easy to turn 
this national laundry equipment adver- 
tising into an asset? Could not sales 
efforts on gas water heaters be syn- 
chronized so as to click with the pro- 
motional plans of manufacturers of 
laundry equipment ? 

Almost 60% of the homes in Amer- 
ica now possess an electric washer. It 
is useless without water, but why the 
silence, women ask, on the part of the 
manufacturers of gas water heaters? 
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Courtesy Ivory Soap aud 

Washable kitchen with neat laundry gm 

adroitly placed at the left. Every inch @ 

Space is used to demonstrate the betix 
kitchen planning 


3. One Public Utility Man’s Reaction 

Recently, writing copy describing ga 
water heaters, I stated: “you will fini 
it well worth your time to inspect th 
new, streamlined, automatic gas wale 
heaters.” The commercial manager ¢ 
the gas company crossed off the wort 
“streamlined” with the comment, “Ye 
can’t say that gas water heaters haw 
been streamlined.” 

And so the word that might arouj 
interest was deleted. But, having se 
some extremely good looking walt 
heaters, in color, I wonder if they really 
have not changed ? Particularly the low, 
square model which may be placed 
a kitchen and used as a table top? 

BUT, if an executive of a gas a 
pany feels that there has been [iti 
improvement made in design, how 
much more must the public feel 
way? 

Pity the poor salesman who & 
win attention, build conviction and 
cure action! 


4. Ever Listen to Radio Soap 
Advertising? 

Periodically I spend a day at 
turn on three radios and check the @ 
mercials in order to know what we 
are hearing day after day. And] 
commercials on soaps, suds, ff 
liquids are all doing a splendid je De 
cleanliness which requires hot walt 
But there is a new note creeping” 
which merits attention. The claim ti 
COOL water may be used for washiiig 
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One announcer confidentially tells his 
audience that they could not make it 
purer, so they added a new ingredient 
which makes their product much faster, 
an ingredient that dissolves quickly in 
cool water. 

Few men have any idea how difficult 
it is to keep a house really clean. It 
requires daily scrubbing, whether one 
lives in a sooty city, in a town com- 

tively free from soft coal smut or 
in the country where the wind does the 
dirty work. Constant vigilance is the 

ice paid for a clean house... . 
constant use of hot or warm water. 

Is it possible that chemistry will 
solve many washing problems, many 
cleaning problems, to such an extent that 
we do not need so much hot water? 


5. A New Washing Solvent Appears 

Not yet on a national hook-up, but 
on several small local stations in Con- 
necticut, a remarkable new solvent is 
being offered the public. This solvent 
is one of chemistry’s new and amazing 
miracles. It actually does dissolve grease 
and dirt. It actually can be used with 
cold water. It reduces scrubbing of the 
dirtiest article. It does more and goes 
farther than any soap, cake, fragment 
ot liquid it has been my pleasure to use. 
It leaves one’s hands in improved con- 
dition. 

Not only is this solvent remarkable 
for washing clothes but it is a joy to 
use on a dirty floor, a grubby tub or 
murky mirrors and windows. 

Chemistry is solving many problems, 
may it not be that soon we will not 
need the automatic gas water heater so 


fo tt 


much as we do today? Is not now the 
time to do something about selling its 
priceless value ? 


6. The Popularity of the Washable 
House 

This spring will introduce the fourth 
House Beautiful Ivory ‘“Washable 
House”’ at P.E.D.A.C. in the Interna- 
tional Building, Rockefeller Center. 
Everything in the series of rooms can 
be laundered and everything has been 
tested by Proctor & Gamble. The claim 
is made that never before has so large 
a decorating scheme been guaranteed 
washable. Certainly no washable home 
furnishing display has attracted so 
much attention. 

Women love the idea of washable 
wall paper, washable paint on walls, 
ceiling, floor covering, washable slip 
covers, washable draperies. And wash- 
able means the use of hot water. 

Would it not be possible for gas 
companies to make a tie-up with their 
local stores, so that the store displaying 
the washable room or rooms (and 
many stores throughout the country 
have done this and found them popu- 
lar), could also show the automatic gas 
water heater which makes available all 
the hot water a woman wants? 

Many model kitchens have been 
shown in gas companies. Might it not 
be original and interesting to tell the 
gas water heater story through the de- 
vice of the washable living room, din- 
ing room or bedroom display ? 

Home Service Departments have 
done and are doing a fine job in sell- 
ing the CP range and the gas refriger- 


ator. Is it not possible for them to sell 
the popularity of replacing the old wa- 
ter heater with an automatic gas water 
heater ? 

Mrs. Helen Sprackling of The Par- 
ents’ Magazine writes a line which 
should be useful for all who desire to 
sell gas water heaters 

“There is more to a home than just 
a collection of work-a-day conven- 
iences. There must be beauty too— 
fresh beauty in colorings and furniture 
which reflects the taste of the family. 

“A woman puts a lot of thought 
into her home. She knows that each 
piece of furniture, each rug, each 
drapery is a real investment. She knows 
her family must live with them for a 
long long time. 

“And no woman can enjoy her home 
if she’s just thinking of the work to 
be done, of the damage that might 
happen to her beautiful furnishings. 
That's the blessing of soap and water! 
An abundance of rich, pure soapsuds 
makes life easier for every mother and 
her family. And so, the more washables 
in a home . . . . the more lasting its 
beauty . . . . the happier the family.” 

And as you consider the straws in 
the wind which may affect the sales to 
women of gas water heaters, remember 
that it’s a woman’s job to bring beauty 
and happiness into the home. Show 
her how a gas water heater helps her 
do that and your sale is easily made. 
All women have the same problems, 
homely problems and they all have the 
same fundamental reasons for buying, 
even a gas water heater. 


Courtesy Ivory Soap and P.E.V.A.C. 


Washable rooms provide more reasons for buying a gas automatic water heater. At left is a living room with a large wall mirror used 
mcrease the apparent size of the room. Everything has been tested for washability by Proctor and Gamble. The young girl's room on the 


right is also completely washable, including three walls of paint and one of wall paper 
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Certified Quality Standards Set Up 
for Gas Air Conditioning 


N order to preserve and strengthen the 

present acceptance of gas winter air 
conditioning equipment in a definitely ex- 
panding market, The Peoples Gas Light & 
Coke Company, Chicago, Illinois, has 
adopted a Certified Quality Program. The 
following explanation of this new program 
is given by B. A. Johnson, sales engineer- 
ing manager of the company: 

“Our company has undertaken the pro- 
motion of Certified Quality in the belief 
that the adoption of high standards for 
equipment selection and installation prac- 
tice will do much to improve customer sat- 
isfaction for gas heating. 

“Certified Quality is designed to give 
the ultimate consumer, the home owner, 
added assurance of complete heating satis- 
faction through features that indicate serv- 
iceability, longer life, safer operation, 
higher efficiency and flexibility of capacity. 

“In carrying out this program The Peo- 
ples Gas Light and Coke Company will 
provide information relating to the quality 
factors about equipment and installations. 
This material is prepared as approval stand- 
ards, equipment and installation specifica- 
tions, and proposal forms, and will be 
available for use by manufacturers, archi- 
tects, builders, contractors, customers and 
other interested parties. 

“CQ, as indicated above, has a double- 


duty function—equipment and installation. 


Equipment Standards 
“As applied to equipment CQ means that 


ganizations, such as the Warm Air Heating 
Association and the American Society of 
Heating and Ventilating Engineers. 

“The installation requirements contained 
in the CQ schedule are intended to apply 
specifically to mew construction, but should 
be adhered to in every way possible when 
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gas winter air conditioning equipment 
installed in old buildings. 


“The schedule of 


installation requ 


ments are simple to understand, yet @ 
prehensive in their adaption to any cops 
In general, they cover instal 


tion. 


requirements for the air distribution sy 


controls, 


heating units, 


flue connectig 


electrical wiring, gas and water piping 

the necessary contractors’ guarantee ag 
the fulfillment of the specifications as q 
tained in the CQ requirement schedule 


MM 


Discount Plan Offered to Spur 
Gas Appliance Sales 


PLAN that captures the “I can get it 

at a discount’’ customer and the “‘cost 

of use” skeptic at one and the same time 

is a feature of the Wisconsin Public Serv- 

ice Corporation 1940 sales program. Known 

as the ‘75% Discount Plan’ it offers new 

purchasers of gas refrigerators or auto- 

matic water heaters an opportunity to apply 

75% of the cost of added gas use to the 
selling price of the appliance. 

As announced by A. C. Davey, manager 
of new business and merchandising for the 
company, the plan covers both dealer and 
utility sales and is being generously ad- 
vertised as a 75% discount on the cost of 
operating these two appliances, or any 
others that may be added at the same time. 
First requirement is the purchase of either 
of the two major appliances on regular 
terms. During the next two years of their 
use monthly credits will be set up on the 


benefits through the simultaneous purd 
of a new gas appliance and approm 


lamp. 


As an extra feature of this plan 
purchases are permitted with a 50¢ dow 
payment and no further collections for 
year, the period of determining the 7 
discounts. This keeps the customer inye 
ment down and encourages the purchase, 
the major appliance. 

The company objective for 1940 is a 5% 
increase of M cu.ft. per customer, the dj 
count plan being the greatest stimulant 
sales for a number of years. 


Gas Is Key Industry 


in War and Peace 


AS is a key industry, not only in 

gard to the continuance of its suppl 
for domestic, industrial, hospital and su 
dry necessary uses but because the by-pmé 
ucts of coal carbonization are the basi 
foundation upon which the whole struct 
of the manufacture of high explosives i 
built up, it is stated editorially in the Eng 
lish publication, Wandgas Magazine. ke 
cording to the editorial, the tar and benz 


company’s books (for dealer or utility 
sales) figures at 75% of the amount by 
which gas service bills for the month ex- 
ceed those of the previous (base) year. 

The top limit on credits earned is $60 
per appliance, easily covering the total cost 
of several types of gas heaters and acting 
as a substantial discount on other sizes and 
on gas refrigerators. 


the unit selected not only has been ap- 
proved by the American Gas Association 
and The Peoples Gas Light and Coke Com- 
pany, but, in addition, also complies with 
the specific quality standards which are a 
part of the CQ requirements themselves. 

“Broadly speaking, this schedule of re- 
quirements includes specifications for unit 
efficiency and capacity; burner construction 
and performance; certain design limitations 


of combustion chambers and heat ex- 
changers; and various requirements pertain- 
ing to valves, pilots, motors, blowers, fil- 
ters, cabinets, controls and flues and their 
accessories. Included also are reminders 
that electric wiring, as part of the equip- 
ment, must be standard; that an acceptable 
wiring diagram be prominently displayed; 
that assembly instructions be furnished; and 
finally, that the manufacturer supplies an 
acceptable guarantee covering his equip- 
ment. 


Installation Standards 

“The term, ‘CQ,’ as applied to installa- 
tion procedure, means that system lay-out 
and installation comply with the quality 
requirements as recited in the CQ specifica- 
tions, as well as complying to the minimum 
standards now recognized by architects, 
contractors’ associations and national or- 


Base Rate for Newlyweds 

New users of service, newlyweds and 
others without a base month for discount 
determination will be provided with an 
average base period until they establish 
one of their own. At present the plan is 
limited to competitive gas territory and 
has been filed for use until April 30. In 
combination divisions a similar plan is ef- 
fective linking the sale of a load building 
I. E. S. portable lamp with the use of either 
gas or electric appliances. The same 75% 
discount on added use of service applies, 
in this case being credited against the sell- 
ing price of the portable lamp. 

As the total gas and electric service bill 
is considered for discount purposes the plan 
is also expected to stimulate water heater, 
refrigerator, and other gas appliance busi- 
ness. With lamp prices varying from $10 
to $25 and the purchase of several lamps 
permitted customers can obtain attractive 
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Continuing the editorial says: “Phenoli 
the basis of picric acid; from toluene coms 
T.N.T. These products, important raw1 
terials for peace-time industries such as & 
manufacture of dyes and plastics, are vitall 
necessary in explosive manufacture. 
monia, extracted at the gas works, gid 
more derivatives for the making of high 
plosives. 

“During the last big clash, the 
quantity of high explosives manufactutt 
in this country was estimated at over 7% 
000 tons, the majority made from raw 
terial emanating from our industry. 

“In fact it seems we can provide 
thing except an ability to camouflage 0 
selves to look like a farm-yard from # 


air. 
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Company Library ... How to Tap 
a Vast Storehouse of Information 





UR library 
was estab- 
lished in 1911 in 
order to provide 
a clearing house 
in which could be 
filed books, pam- 
phlets, and maga- 
zines that had 
accumulated in of- 
fices throughout 
the company. The 
original thought was simply to local- 
ize this material so that it would be 
accessible at all times to executives and 
to employees in general. 

Soon, however, it was discovered 
that the library could be developed to 
serve another and a much broader pur- 
pose than that of being only a de- 
pository of books. Obviously, full 
value from the vast amount of infor- 
mation in those volumes could be de- 
rived only when the organization was 
aware of the library and made constant 
use of it. 


Alma C. Mitchill 


Advertising the Library 

After the material had been drawn 
together, then cataloged and filed, the 
next indicated step was to acquaint the 
organization with the library’s central- 
ized facilities. As a matter of fact, one 
of the first things learned some 28 
years ago was that the maxim, “It 
Pays to Advertise,” is just as true for 
business libraries as it is for business 
houses. When we began to send circu- 
lars and posters throughout the or- 
ganization, each carrying news of the 
functions and facilities of the new de- 
partment, the response was immediate 
—and encouraging enough to show 
that we were on the right track. 

From that time to this the library 
has sought to keep pace with the de- 
mands made upon it. One index to its 
gtowth is in our record of use. During 


Reprinted from the Metropolitan Life In- 
surance Company’s “Executive Service Bulle- 
tin” for October, 1939. 
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® Full value from a company li- 

brary can be derived only when 
the entire organization is aware 
of the vast amount of informa- 
tion available and knows how to 
use it. So from the beginning 
this library advertised its func- 
tions and facilities. 
Miss Mitchill, who is president 
of the Special Libraries Asso- 
ciation, outlines the various activ- 
ities, including the development 
of educational reading courses 
on business subjects, carried on 
by this library to support and 
promote the business of the com- 
pany. 











By ALMA C, MITCHILL 


Librarian, Public Service Corporation 
of New Jersey, Newark, N. J. 


the first seven months following estab- 
lishment of the department, approxi- 
mately 1,000 books and magazines 
were requested. We now circulate about 
70,000 books and periodicals yearly. 

Naturally, too, the material on our 
shelves and within our files has taken 
on proportions so that now we are re- 
sponsible for approximately 7,000 vol- 
umes and 10,000 pamphlets. These re- 
sponsibilities are discharged by a staff 
of four, and all of our facilities are 
offered to some 20,000 employees, 
about 50 per cent of that number using 
our services. The library as an organi- 
zation unit is associated with the office 
of the secretary of the company. 


Types of Material Available 

Visitors to our offices are generally 
interested in the type of material that 
we must keep available. This includes 
text books, bound magazines, associa- 
tion proceedings and reports, direc- 
tories, and so forth. From these we 
obtain information and data on prac- 
tically every subject relating to the 
operations of a public utility. 
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The library also subscribes to about 
150 American magazines, eight Eng- 
lish, one French, and one German. 
These periodicals cover technical, busi- 
ness, and financial subjects. 

In addition, the library has a wealth 
of information included in what might 
be called, in lieu of a better name, mis- 
cellaneous or reference publications. 
These vary in form and content from 
association reports and proceedings to 
a comprehensive almanac. Government 
documents are an important part of 
any library file. State documents are 
also in demand, and for that reason the 
library has on file such reports and bul- 
letins covering many subjects. We 
maintain an up-to-date collection of 
directories for all the municipalities 
served by the company. 

Then there are general reference 
books without which no library could 
function—volumes of the kind that are 
constantly needed by the librarian and 
her staff in answering telephone re- 
quests. These include year books, dic- 
tionaries, encyclopedias, engineering 
handbooks, and legislative and other 
manuals and services. 


All Material Indexed 


It is perhaps unnecessary to say that 
all books, pamphlets, and magazines, 
as soon as received, are indexed and 
filed so that the material can be put to 
immediate use. In addition to the card 
catalog maintained by the library, other 
indices such as the Accountants’ Index, 
Chemical Abstracts, Cumulative Book 
Index, Engineering Index, Industrial 
Arts Index, New York Times Index, 
Readers Guide, and Technical Book 
Review Index are also available. These 
indices, together with other books of 
reference, help to answer the diversi- 
fied questions that come daily to the 
librarian and her staff. If we do not 
have available the information needed 
to answer a particular request, it is 





obtained, whenever possible, from out- 
side sources. 

The circulation and distribution of 
material is a very important part of the 
library's routine. This phase of the 
work has increased to such an extent 
that it requires the time of two as- 
sistants to handle it. Although many 
employees come into the library per- 
sonally for material, many others either 
write or telephone for information. As 
we serve all employees of the com- 
pany, no matter where they may be 
located, much of the circulation is out- 
side of the Terminal Building. This 
means in many cases that all outgoing 
material must be prepared for forward- 
ing either through our own facilities 
or through the mail. In the Terminal 
Building itself material is circulated 
by messengers. 

Magazines form the largest part of 
the library’s circulation. Many of them, 
after they have been checked and in- 
dexed for important articles, travel a 
definite route. Practically every maga- 
zine has a long list of names of in- 
dividuals who wish to see each issue as 
soon as received. In order to avoid 
delay in circulating, additional copies 
of the most important magazines are 
purchased. When a periodical is re- 
quested by several men in one office or 
on one floor, a routing slip is pasted 
on the front cover setting forth the 
rules governing its forwarding and also 
listing the names of those who wish to 
see it. The last man on the list returns 
it to the library. Approximately 800 
employees have their names on file to 
receive regularly one or more maga- 
zines. Magazine lists are always avail- 
able to anyone who wishes to have a 
publication relating to his own official 
responsibilities delivered to him regu- 
larly. 


Library Makes Itself Known 

As an auxiliary to our service, we 
have, during the past year, printed and 
distributed among employees a booklet 
entitled Scope and Purpose of Public 
Service Library. This sets forth the pur- 
pose of the library, gives its rules and 
regulations, lists the magazines to 
which it subscribes, names the subject 
headings for books and pamphlets, 
and offers a list of miscellaneous and 
reference material. Since subject head- 
ings are noted in this pamphlet, any- 
one wishing further information on any 


of these subjects may have it on appli- 
cation to the librarian. 

In order that the interests of the 
company may be well served, the li- 
brary issues two bulletins for the exec- 
utive and department heads. One is 
entitled Library Broadcasting, and 
gives information in concise form on 
rate changes, business conditions, new 
incorporations, current market prices, 
labor conditions, commission rulings, 
court decisions, and new construction 
projects as they appear from day to day 
in the technical and financial press. 
The second bulletin, Across the Li- 
brarian’s Desk, notes new pamphlets 
and reports as they are issued and 
makes a brief comment on each. An- 
other library service is to compile, 
upon request, bibliographies on any 
subject. 

As might be expected, the library is 
asked for information on all sorts of 
subjects, some of which can be an- 
swered without any delay, while others 
may take from 10 minutes to a week. 
If the answer is not to be found in 
the material at hand, the librarian, 
through her membership in various 
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Outdoor Gas Boilers 
Do Real Job 


In sunny California boiler plants are built 
out of doors. The above photograph, taken 
by Elliot Ginochio, of the Pacific Gas & 
Electric Co., shows the main steam plant 
of the Bercut-Richards Packing Co. at Sacra- 
mento. It consists of two boilers rated at 
400 B.H.P. each, fired with natural gas sup- 
plied by the Pacific Gas & Electric Co. Can- 
neries are considered an excellent gas load 
in California as they operate from May to 
October during the company's low load 
period 
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library associations, is able to obtaig 
it elsewhere. 

An idea as to the type of inquig 
may be interesting. Within a short pe 
riod these came to us, as shown by ou 
records: Text of Wagner Labor Ad: 
correct use of “affect” and “effect”; 
number of passenger automobiles reg. 
istered in New Jersey during 1937; 
latest available population figures for 
municipalities in New Jersey; name 
of Secretary of State of New Jersey in 
1893; correct wording of quotation 
“As a man thinketh, so is he,” and 
source of quotation ; specific article ap. 
pearing in any one of four magazines 
6 to 10 months ago on mercury tut 
bines; data on methods used in vari 
ous industrial organizations regarding 
medical care of employees; list of mag. 
azines surveying business conditions in 
the United States; information op 
bright annealing of brass and bronze; 
name of American Consul in Italy and 
proper form of address; information 
on the use of carbon black as a fuel; 
information on the life of a wrought 
iron bridge; average rate of water 
consumption per minute in Newatk; 
A.S.T.M. standard on chromium plat 
ing; and electric company servi 
Montreal, Canada, and type of curreat 
used. i 


Compile Reading Courses 

An interesting development withit 
the library came through the compila 
tion of reading courses on advertising 
and salesmanship, bookkeeping and ac 
counting, business administration, office 
methods, public utility economics, cred- 
its and collections, and air condition 
ing. These courses are divided into 
general reading and supplemental read- 

(Continued on page 118) 


Retired Rochester 
Treasurer Dies 


OSEPH C. COLLINS, retired treasure 

and secretary of the Rochester Gas & 
Electric Corporation, died Jan. 30 at Miami, 
Fla., at the age of 76. 

Mr. Collins retired last August after 
being with the company since 1907, whet 
he was appointed auditor and secretary. 

He was made general auditor in 1913, 
an assistant treasurer in 1923 and treasufet 
in 1925. He was secretary throughout his 
entire connection with the company. 

Mr. Collins was a member of the Amett 
can Gas Association for seven years, ending 
in 1932. 
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Houston Calling ... Natural Gas 
Convention Offers Many Attractions 





&as Convention 


HEN the annual convention 
of the Natural Gas Section 
of the American Gas Association, 
combined with the annual Distribu- 
tion Conference of the Technical 
Section, convenes in Houston, Texas, 
on May 6 for a four-day meeting, it 
will present not only an interest- 
packed program of timely subjects 
but a setting of unparalleled histor- 
ical significance. With a program 
spotted with four-star performers 
and a background of modern indus- 
trial enterprise built on a foundation 
of tich adventure, this combined 
meeting is expected to outstrip any 
of recent years. It will be the 35th 
annual natural gas convention and 
the 17th distribution conference. 
Planned along practical lines and 
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rlers for the Natural 


By Honoris B. MooMAW 


Natural Gas Section, American 
Gas Association 


designed for operating men, the 
program is studded with speakers of 
ability and experience. Only a few 
of its features may be announced at 
this time but many more will be re- 
vealed shortly. Heading up the gen- 
eral sessions’ program will be Walter 
C. Beckjord, president of the Ameri- 
can Gas Association and executive 
vice-president of Columbia Gas & 
Electric Corp., New York. Behind 
the gavel will be Elmer C. Schmidt, 
chairman of the Natural Gas Section 
and vice-president of the Lone Star 
Gas Corp., Dallas, Texas. 

An important contribution to the 


[97] 


e Ploneey Spiviy 


general sessions’ program will be a 
paper entitled “Contribution to the 
Natural Gas Industry by Research in 
the Steel Industry” to be presented 
by Herbert E. Graham, director of 
research, Jones & Laughlin Steel 
Corp., Pittsburgh. A new note will 
be injected into the meeting with the 
address of H. C. Thuerk, The Utility 
Management Corp., New York, who 
is chairman of the newly-formed 
committee on Community Develop- 
ment. He will speak on “Opportu- 
nities Presented to Gas Companies in 
the Community Development Pro- 
gram.” 

The sectional meetings offer a 
practical cross section of the tech- 
nical and sales advances made in the 
natural gas industry, many of the ad- 





dresses covering the results of special 
study and research. While many of 
these will be available in printed 
form, they will be abstracted at the 
meetings in order to devote more 
time to valuable discussions. 

The following subjects, chosen at 
random, will give an idea of the in- 
teresting and up-to-the-minute pa- 
pers which will make up these meet- 
ings: 


Industrial Gas Sales Conference 

“An Analysis of New Industrial 
Gas Applications.” By George M. 
Parker, chairman, Committee on In- 
dustrial Gas Data, manager, Missis- 
sippi River Fuel Corp., St. Louis, Mo. 


Domestic Gas Sales Conference 

“Advertising, Displays, and Show- 
manship.” By H. Carl Wolf, presi- 
dent, Atlanta Gas Light Co., Atlanta, 
Ga. 


Production Conference 
Symposium—"Drilling Beyond the 

First Mile.” To be discussed by C. E. 

Reistle, H. A. Wallace and others. 


Transmission Conference 

“The Use of the ‘Go-Devil’ for 
Cleaning Pipe Lines.” By C. H. M. 
Burnham, chief engineer, Panhandle 
Eastern Pipe Line Co., Kansas City, 
Mo. 


Accident Prevention Conference 

“Accident Prevention in the Pro- 
duction of Natural Gas.” By H. W. 
Boggess, Sinclair Prairie Oil Co., 
Tulsa, Okla. 


Employee Education Conference 

“Training Courses Available for 
Natural Gas Employees.” By O. L. 
Jones, Oklahoma Natural Gas Co., 
Tulsa, Okla. 

A. B. Groesbeck, vice-president 
and general manager of the United 
Gas Corporation, is acting as chair- 
man of the Convention Arrange- 
ments Committee and Frank C. 
Smith, president of the Houston Nat- 
ural Gas Company, is vice-chairman. 
They promise many pleasant sur- 
prises for the visiting gas men. Elab- 
orate entertainment features, includ- 
ing fishing parties, are being consid- 
ered for the convention. 

This is the first visit of the Nat- 
ural Gas Section to Houston and, 


from all indications, the host city is 
preparing to make it a memorable oc- 
casion. Houston is a fitting place for 
natural gas men to meet. A great city 
founded on traditional hospitality, it 
has advanced at a rapid rate through 
vision and hard work, one of the re- 
sults of which has been the wide de- 
velopment of its natural resources 
including natural gas. 

Houston is the largest city in 
Texas and in its 103 years, one of the 
fastest growing cities in the nation. 
It offers exceptional facilities for en- 
tertaining its guests. It has 5400 
hotel rooms, splendid convention 
meeting rooms, outstanding scenic 
attractions such as the famous Ship 
Channel (Houston has the largest 
fresh water port in the world) and 
the San Jacinto monument, a memo- 
rial to one of our early struggles for 
independence. 


Gulf Attractions 

Near Houston are many bodies of 
fresh water and 60 minutes away is 
the Gulf of Mexico at Galveston. 

Many of those who go to the May 
meeting, (2500 are expected) will 
undoubtedly linger on in that fas- 
cinating section of the country and 
spend their vacations exploring the 
famous Gulf South, with a visit to 
Mexico included. 

On leaving Houston, some will 
want to visit Galveston, the city of 
oleanders and palm trees where Jean 


LaFitte, the pirate and adventurg 
lived a thousand good stories ang 
dying, it is told, left a vast buried 
treasure which is yet to be discoy 
ered. 

They will also want to visit Corpus 
Christi, 240 miles southwest of Hoys. 
ton. This section is noted for the 
pressure of its gas wells, an illustrg 
tion of which was the famous White 
Point gasser which blew in (and out) 
in 1916. An immense fissure, like the 
opening of an extinct volcano, te 
mains as mute testimony of the de 
structive power of untamed nature 
In Corpus Christi may be seen th 
$2,000,000 sea wall which is being 
built along two miles of bay fronts 
protection against the ravages of the 
sea. Forty-five miles away is the @ 
nowned King Ranch. 

Not far distant is San Antonio, the 
Alamo City, once a Spanish strong 
hold and now the center of the South 
and West Texas area, an area larger 
than the New England states and 
New York combined. In addition t 
the Alamo, visitors may see the famous 
Kelly and Randolph Flying Fields, the 
old Spanish Governor's Palace, “Lit 
tle Mexico,” and the Japanese Sunkes 
Gardens. 

But don’t forget, the outstanding 
attraction is the convention itself 
with its forward-looking program 
and stimulating personalities. Well 
give you more details in the next issue 
of THE MONTHLY. 
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Sub-Freezing Weather Tests Gas System 


ONE STAR gas system facilities in 
Texas met a supreme test during 
the extended period of sub-freezing weather 
in January and brought uninterrupted do- 
mestic service to 300 cities and towns, 
although two main lines broke while the 
company was faced with the greatest de- 
mand for gas in its thirty years of opera- 
tions. One line shut off the world’s largest 
gas field, but the 4,700-mile network of 
interconnected pipe line prevented service 
disruption to homes. 

The courage, loyalty and skill of em- 
ployees stood back of this uninterrupted 
service to 300,000 homes during the win- 
ter’s most severe onslaught. Out in the 
gas fields, along the pipe lines, in com- 
pressor stations, and within the cities, em- 
ployees worked day and night during the 
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cold. Many of them did not take ther 
clothes off for days at a stretch. Hundret 
were up all night, operating gas wells am 
compressor engines, standing by for se 
ice calls and keeping watch over regult 
tors and other mechanical devices to & 
that they did not freeze. 

At remote spots on the system men kept 
night-long vigils at measuring  statiom 
watching pressures to give the dispatches 
on duty an instant warning if trouble & 
curred. 

Not in recent years were temperatures # 
uniformly low over the entire system. Yes 
of planning and foresight and a huge # 
vestment in machinery and equipment wel 
into building facilities that met the w# 
precedented demand, a demand 600 or 7 
times greater than on a summer day. 

Operations to meet the extreme requift- 
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ment for fuel services were directed through 
the Dallas office of Tom Long, chief dis- 
patcher, and supervised by Julian L. Fos- 
ter, general superintendent and chief engi- 
neer. Mr. Foster and his staff of engineers 
and dispatchers supervised the activities of 
several hundred engineers and other em- 
ployees in the field who kept the system 
running smoothly. 

Guided by temperature reports, wind 
velocity and customer demand, the dis- 
patching staff directed the flow of gas from 
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hundreds of wells in forty gas fields. Addi- 
tional giant engines, needed only in winter 
and kept in readiness for instant use, were 
turned on in twenty-one field compressor 
stations. 

Such preparations and operations pre- 
vented a service interruption on January 18, 
when Lone Star 18-inch line from the great 
Panhandle field to Petrolia went out eight 
miles south of Hollis, Oklahoma, and on 
January 24 when a 10-inch main line broke 
near Sherman. 

—Blue Blaze News 





Idea Contest Stimulates Interest 


NE of the most popular features of the 

Spring sales conference sponsored by 
the Pacific Coast Gas Association at Los 
Angeles, February 12-14, was a sales idea 
contest covering three divisions—domestic 
sales, home service, and commercial and 
industrial sales. 

With prizes of $10 offered for ideas 
listed on the program and $25 for the best 
idea in each division, more than 300 sales- 
men sent in their pet schemes. While none 
is expected to revolutionize the gas indus- 
try, many of the ideas submitted have stim- 
ulating and useful purposes. Here are a 
few greatly abbreviated samples from the 
domestic sale division: 

Welcoming New Customers—M. D. Rich- 
ards, Pacific Gas & Electric Co., San Fran- 
cisco. 

We should show a sincere interest in our 
new residents similar to that shown by the 
Welcome Wagon Service. The neighbor- 
hood grocer, the butcher, or the milkman 
who welcomes these new citizens to our 
community abundantly reaps the fruit of a 
fine wholesome customer and an individual 
booster for his respective business. Why 
not the gas company ? 

Certificate for Home Owners—Paul C. 
Kuntz, Southern California Gas Co., Los 
Angeles. 

Let the gas industry agree on certain 
minimum standards for water heater sizes 
for homes with a given number of bath- 
rooms. It should also agree on standards 
of B.tu. input capacity for vented heating 
equipment. After rounding out a program 
of minimum standards to include refriger- 
ator and range standards, the industry should 
design a “Certificate” to be presented to the 
builder and owner of all new homes having 
equipment and details of construction meet- 
ing these standards. The certificate and what 
it symbolized could be nationally advertised. 


When You Buy Gas You Buy Work—J. G. 
McCormick, Pacific Gas & Electric Co., 
San Francisco. 

If the utility could drive up to the cus- 
tomer's premises and dump a truck load of 
84S so that the buyer could see what he was 
being billed for, perhaps he would be much 
more satisfied and realize how little he 
pays for what he gets. Why not inform the 
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customer, through advertising, of the work 
he is purchasing when he buys a cubic foot 
of gas? There are various ways of illustrat- 
ing the fact that one cubic foot of gas will 
give 894,902 foot pounds of work (disre- 
garding efficiency, etc.). 


Recovering Gas Business—J. Norton, Brit- 
ish Columbia Electric Railway Co. 

It is felt that many of the dead services 
could be revived if customers could be 
persuaded to install some minor gas appli- 
ances such as a gas plate, gas fire or gas 
water heater. It will be necessary first of all 
that the types of the smaller appliances be 
greatly improved and modernized. 


Hold Potential Gas Customers—N. T. 
Mortenson, Pacific Gas & Electric Co., 
Monterey, Calif. 

Sub-rural areas which are potential gas 
markets could be saved for our lines if the 
utility would go into the tank gas business 
and hold its customer until such time as a 
gas main extension is justified. 


Building Up Minimum Bill Customers— 
H. B. Perry, Jr., Pacific Gas & Electric 
Co., Oakland, Calif. 

This plan is designed to provide a means 
of thoroughly surveying the domestic gas 
appliances used and needed by all custom- 
ers whose monthly usage does not exceed 
2,500 cu.ft. each month. The plan consists 
of a check of customer records, mailing of 
postcards, and personal visit of gas com- 
pany salesman who presents the housewife 
with a gift and inspects the gas appliances. 
Certified Gas Furnace Installation—H. D. 

Riboni, Coast Counties Gas & Electric 

Co., Martinez, Calif. 

Why not inaugurate a “Certified Gas Fur- 
nace Installation,” similar to the CP gas 
range, to maintain higher standards for gas 
installations ? 

Streamline for Gas Heating—E. H. Adler, 
San Diego Consolidated Gas & Electric 
Co., San Diego, Calif. 

Our heating systems must offer increased 
flexibility and greater service to our custom- 
ers. If cost alone is to be our sole support, 
we are inviting competition to take the 
lead, and it will require the equivalent of a 
CP range revival to help us catch up. 


Advertising Man Dies 


HOMAS R. THOMPSON, 41, assist- 

ant to the advertising director, Lone 
Star Gas System, Dallas, Tex., died Jan. 25 
in a Dallas hospital of a heart attack which 
followed an appendectomy Jan. 19. 

Mr. Thompson had been with the gas 
company since 1933, and had made scores 
of friends among utility and newspaper 
men in Texas and Oklahoma in his pub- 
licity and contact work for the company. 
Since 1938 he had been assistant to the 
director of his department. 
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Beauty — with Gas — in the Bakery 


On the following two pages we present a photographic spread empha- 
sizing the functional beauty of industrial gas equipment, and what that 
functional beauty means to the gas consumer. It has been suggested that 
your customers and prospects in the baking field might be interested in it 
—that your non-residential salesmen or advertising department might 
want to put this spread to work in behalf of your industrial load. 

If so, we can reprint the entire display for you at cost, on coated paper, 
unfolded, 17” by 1114”, one side only—so that you can fold to suit and 
imprint your own sales letter or advertising message on the blank side. 
Average cost will be $1.25 per 100 copies. Address requests to: Director, 
Industrial Gas Publicity, American Gas Association, 420 Lexington Ave- 


Also, permit us to take this opportunity to thank the various oven man- 
ufacturers for making such fine photographs available. The units we have 
selected to demonstrate “Beauty—with gas—in the bakery” are manufac- 
tured by: (top to bottom, left panel) Haller Oven Co., American Machine 
and Foundry Co., Middleby-Marshall Oven Co., Baker-Perkins, Inc., 
Faulds Oven and Equipment Co.; (top to bottom, right panel) Union 
Steel Products Co., The Century Machine Co., Master Baker Oven Com- 
panies, Fish Oven and Equipment Co., Read Machinery Co., Inc. 
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Chinese Recipe Book 
To Promote Gas 


OMETHING different in sales promo- 
tional pieces has just been published 

for use by gas companies—a 32-page, illus- 
trated, two-color booklet entitled “New 
Chinese Recipes.” Designed primarily for 
gas company distribution, it contains a large 
number of tested recipes of Chinese dishes 
which may be made from ingredients pur- 
chased from any neighborhood grocery 
store. In addition to the recipes, it contains 
excellent copy and illustrations on the use 
of gas for the 4 Big Jobs of cooking, water 
heating, house heating and refrigeration. 

Referring to the recipe booklet, the home 
service director of one of the large metro- 
politan gas companies said: “It is a clever 
sales promotional method. My reaction to 
the recipes themselves and the idea of using 
them in such a way that the housewife will 
not be compelled to seek exotic materials 
for such dishes is wholly favorable.” 

Sample copies and prices may be ob- 
tained from Louis Stotz, 6731 Woodland 
Ave., Philadelphia, Pa. 


Meter Company Plans 
New Warehouse 


L. FAIRCHILD, president of the 
. Sprague Meter Company, announced 
recently that the company had purchased a 
tract of land in the Hostetter Industrial Dis- 
trict of Los Angeles, California, where 
work will start immediately on a modern 
warehouse to serve the gas industry in 
that territory in the most efficient manner. 
E. H. Roseberry, vice-president of the 
company, will be put in full charge of this 
new program. 


“Life” Inaugurates 
Housing Program 


ITH more than 68 Life houses 

scheduled for construction in key 
cities in all parts of the country during 
the next month, the nationwide housing 
program sponsored by Life Magazine is 
off to a flying start. Cooperating with 
Life in this program are nationally known 
builders, the National Association of Real 
Estate Boards and the leading department 
stores from coast to coast. 

The program calls for the construction 
of eight houses which have been designed 
by a distinguished group of architects, 
with the price of the homes ranging from 
$3,500 to $12,000. Recognizing the mass 
market for housing in the low and 
medium price fields, four of the eight 
houses will be in this category. 

Plans of the houses, and photographs 
of those actually constructed will be pub- 
lished in a Spring issue of Life Maga- 
zine and in addition will be publicized 
in The Architectural Forum and the na- 
tional press. 


Recognizing the advantages of having 
these highly publicized Life houses gas- 
equipped, the Home Appliance Planning 
Bureau of the American Gas Association 
plans to cooperate closely with all phases of 
the program. The use of gas in the 1939 
Life homes resulted in much gas publicity, 
and it is expected that the results for 
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this year will even exceed those of 1939 
A complete list giving the locations 9 
the Life homes, names of the builder 
and the cooperating department store 
will be forwarded to gas utility com 
panies shortly in order that the local util 
ity companies may contact the builders re. 
garding the use of gas in the homes, 


Gas Measurement Short Course 
To Be Held in April 
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Committee meeting of the Southwestern Gas Measurement Short Course which was heldi 
Norman, Okla., January 19. In attendance: (left to right) E. C. McAninch, E. L. Stak 
C. E. Terrell, W. H. Woods, R. L. Rountree, Fay C. Walters, Miss Kate A. Niblack, W.& 
McLaughlin, Earl Kightlinger and W. H. Carson. Other members of the General Commitie 
not present for the picture are: R. M. Scofield, C. A. Gibson, William F. Lowe, G. ¥. 
McCullough, E. M. Myers, J. H. Page, F. M. Blair, E. H. Poe, J]. H. Satterwhite and 
Max K. Watson 


ORE than 600 persons from all sec- 

tions of the nation are expected to 
attend the sixteenth annual Southwestern 
Gas Measurement Short Course which will 
be held at the University of Oklahoma 
April 16, 17 and 18. 

All plans for the annual gathering were 
set up at a meeting of the General Com- 
mittee at the University on January 19. Fay 
C. Walters, Panhandle Eastern Pipe Line 
Company, Kansas City, general chairman, 
presided at the morning session, and R. L. 
Rountree, United Gas Pipe Line Company, 
Houston, Texas, chairman of the Program 
Committee, presided at the afternoon session. 

Four new general committee members, 
who were elected at the previous group 
meeting in Dallas, were present. They are: 
E. C. McAninch, Oklahoma Natural Gas 
Company, Tulsa; E. L. Stark, the Foxboro 
Company, Dallas, C. E. Terrell, Southern 
Natural Gas Company, Birmingham, and 
W. H. Woods, Gulf Oil Corporation, 
Houston. 

Besides Mr. Walters and Mr. Rountree, 
chairmen of other committees are: W. H. 
Carson, Dean of the College of Engineer- 
ing, University of Oklahoma, local ar- 
rangements, banquet and entertainment; 
Earl Kightlinger, Arkansas Louisiana Gas 
Company, Shreveport, Exhibits; C. A. Gib- 
son, Cities Service Gas Company, Bartles- 
ville, Oklahoma, Publications; R. M. Sco- 
field, Lone Star Gas Company, Dallas, Study 
of Practical Methods, and Miss Kate A. 
Niblack, Oklahoma Utilities Association, 
Oklahoma City, Registration and Publicity. 

Other members of the General Commit- 
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tee are: William F. Lowe, Natural Gasoline 
Association of America, Tulsa; G. W. Me 
Cullough, Phillips Petroleum Company, 
Bartlesville; W. R. McLaughlin, Pittsburgh 
Equitable Meter Company, Dallas; E. 
Myers, Corporation Commission of Oke 
homa, Oklahoma City; J. H. Page, Kanss 
Corporation Commission, Wichita; E. 1 
Poe, Natural Gas Section, American Gs 
Association, New York; J. H. Satterwhite 
American Meter Company, Inc., Tulsa; Ma 
K. Watson, Canadian River Gas Compam, 
Amarillo, and F. M. Blair, Railroad Com 
mission of Texas. 

Mr. Rountree will present the program 
for final approval and other business ma 
ters will be transacted at the next meeting 
of the General Committee in Oklahom 
City March 4. 

During the past 15 years 
have attracted 7,722 persons. Five hundiél 
and sixty-two persons from 26 states # 
tended the School last year. Six hunditd 
and fifteen companies have sent represent 
tives to the short course in past years. 

Except for a banquet session, the dele 
gates spend their time in classes becaus 
they must follow a regular schedule ea 
day. During their stay at the University d 
Oklahoma they hear discussions and Kt 
tures on problems pertaining to the met 
urement and regulation of dry and casiif 
head gas. Leading manufacturers exhibit t 
newest developments in equipment. 

To stimulate interest in the short cout 
prizes are awarded those who write i 
best papers on what they learned during # 
two-day meeting. 


the meeting 
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Hulcy Elected President 
of Lone Star Gas Co. 


A. HULCY of 

. Dallas, since 
1936 executive vice- 
president of Lone 
Star Gas Corpora- 
tion, was elected 
Feb. 12 by the board 
of directors to the 
presidency of the 
corporation, suc- 
ceeding the late 
L. B. Denning, who 
died Feb. 6. With 
the elevation of Mr. 
Hulcy, it was also 
announced that Elmer F. Schmidt, chairman 
of the Natural Gas Section of the Ameri- 
can Gas Association and vice-president and 
operating manager of Lone Star Gas Com- 
pany, the pipe line 
division of the sys- 
tem, had been 
elected a vice-presi- 
dent of Lone Star 
Gas Corporation. 

Mr. Hulcy’s elec- 
tion places him at 
the head of Lone 
Star Gas System 
which serves more 
than 300 towns in 
Texas and Okla- 
homa and includes 
the following com- 
panies: Lone Star Gas Company, Com- 
munity Natural Gas Company, Texas Cities 
Gas Company, Dallas and County Gas 
companies, Fort Worth distribution divi- 
sion of Lone Star, Lone Star Gasoline Com- 
pany, and the Council Bluffs (Iowa) Gas 
Company. 

Mr. Hulcy’s career with Lone Star started 
in 1920, in the accounting department. In 
1924 he was appointed chief clerk of this 
department, and early in 1928 was made as- 
sistant comptroller for Lone Star, in charge 
of all accounting matters for all of the un- 
derlying companies of the corporation. 
From this position he was advanced to as- 
sistant to President Denning in November, 
1929 and in this capacity had general super- 
vision of all accounting matters pertaining 
to the corporation and all of its underly- 
ing companies. In 1935 he was elected a 
director and vice-president of the Lone Star 


D. A. Hulcy 


Elmer F. Schmidt 
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Gas Corporation, and in 1936 was elected 
executive vice-president of the corporation. 
Mr. Schmidt has been with Lone Star 
since 1918 when he helped organize the gas 
measurement department of the company. 
In 1919 he was made chief engineer and in 
1920 general superintendent. In 1935 he 
was elected to the board of directors of 
Lone Star Gas Company. In 1936 he was 
elected a vice-president of the pipe line 
company and in 1937 he was also made 
operating manager of the company. 


Miller Reappointed 
To Commerce Body 
(ae MILLER, advocate of broad 


consolidations of railroads, has re- 
ceived from President Roosevelt a seven- 
year reappointment as a member of the 
Interstate Commerce Commission. A native 
of Richmond, Va., and a legal resident of 
Pittsburgh, Pa., Mr. Miller was first ap- 
pointed by President Roosevelt on June 13, 
1933. 
Mr. Miller is a member of the American 
Gas Association and the Society of Gas 
Lighting. 


Add Home Economists 


S part of the expansion program of the 
Home Economics Department of 
Servel, Inc., Jane Tiffany Wagner, its di- 
rector, has announced the appointment of 
Frances Cowing and Betty Stuart Smith, 
home economists, both of Chicago, to the 
staff of the department located at 51 East 
42nd Street, New York City. 

Miss Cowing and Miss Smith will assist 
Miss Wagner in carrying out the expanded 
activities of her department, bringing her 
personnel up to two full-time assistants, in 
addition to an assistant director of home 
economics, Miss Margaret Marable, who 
came with Servel, Inc., two years ago from 
the Lone Star Gas Company, Dallas, Texas. 


Churchill Advanced 


OWARD B. CHURCHILL has been 

elected an assistant controller of Ni- 
agara Hudson Power Corporation by the 
board of directors, it was announced on 
February 16. He was formerly assistant 
controller of New York Power and Light 
Corporation, an operating company of the 
Niagara Hudson System. 


[ 103 ] 


Goodwin Again Heads 
Technical Section 


M. GOODWIN, vice-president of 
. the Boston Consolidated Gas Com- 
pany, was elected chairman of the Tech- 
nical Section of the American Gas Asso- 
ciation at a meeting of the executive 
board in New York, January 24. This 
action was taken by the board in view 
of the illness of A. M. Beebee, of the 
Rochester Gas & Electric Corporation, 
who had been elected chairman at the 
A. G. A. Convention last October. Mr. 
Goodwin was chairman during the 1938-39 
term and now again takes over the reins 
of the Section. 


May Heads Natural 
Gas System 


HESTER lL. 

MAY, Dallas, 
Tex., executive vice 
president and gen- 
eral manager of 
Community Natural 
and Texas Cities 
Gas Companies, was 
elected president of 
this large gas dis- 
tribution system by 
the board of direc- 
tors in meeting Feb- 
ruary 19. Mr. May 
succeeds the late L. 
B. Denning, Sr., who in addition to being 
president of Lone Star Gas Corporation, 
also headed the two distribution companies, 
supplying gas to 170,000 meters in more 
than 290 towns in north and central Texas 
and southern Oklahoma. 

D. A. Hulcy, recently named to succeed 
Mr. Denning as president of Lone Star Gas 
Corporation, has been elected chairman of 
the board of the Texas Cities and Commu- 
nity Natural Gas Companies, which are 
served gas wholesale by Lone Star. 

Mr. May, who started his career in the 
natural gas industry by cleaning gas meters 
with a wire brush back in 1910 in the 
old Ohio natural gas fields, today heads 
the largest natural gas retailing system be- 
tween Mississippi and California. The sys- 
tem extends from Hollis and Purcell, Okla., 
on the north, to College Station and Round 
Rock, Tex., on the south, and from San 
Angelo, Tex., on the west, to Sulphur 
Springs and Clarksville, Tex., on the east. 
It also includes El Paso, Brenham and Gal- 
veston which are off the main pipe line 
system. 

Mr. May personally supervised construc- 
tion of most of the plants built by Com- 
munity Natural Gas Company during its 
pioneering efforts to give small towns of 
the state the same type of gas service en- 
joyed by larger cities. As general super- 
intendent of the company, he supervised 
piping of more than 200 towns for gas 
service. 


Chester L. May 











Elected Treasurer 


RANK R. PHILLIPS, president of the 
Philadelphia Company and subsidiary 
companies of Pittsburgh, Pa., has announced 
the election of Howard D. Megahan as 
treasurer for these companies, succeeding 
Cc. J. Braun Jr., who died recently after 
forty years of service with the company. 
Mr. Megahan entered the service of the 
Philadelphia Company in its Law Depart- 
ment in 1925 and was made assistant treas- 
urer in 1937. 


Lathrop in New Post 


EONARD LATHROP, publicity direc- 

tor for Jersey Central Power & Light 

Co., has been appointed advertising man- 

ager in addition to his present duties, ac- 

cording to B. A. Seiple, vice-president in 
charge of sales. 

Mr. Lathrop has been with Jersey Central 
during the past five years, and was formerly 
press representative for former United 
States Senator Hamilton F. Kean. 


Col. Tuttle Honored 


NSCRIBED with the names of 300 men 

prominent in San Antonio, Texas, civic 
and political affairs, a resolution of the 
local Exchange Club commending Col. W. 
B. Tuttle, chairman of the board of the 
San Antonio Public Service Co., for his 
“golden deeds” was given him at the an- 
nual banquet of the club on February 15. 
The resolution cited Col. Tuttle for his 
“unselfish service in the development and 


welfare of San Antonio,” for giving “freely 
of his time whenever called upon for any 
worthwhile service” and for “having done 
all this without thought of profit or re- 
muneration.” 


Brett Elected Director 
of Niagara Hudson 


RANCIS J. BRETT, vice-president and 

controller of Niagara Hudson Power 
Corporation, has been elected a director of 
the Corporation, it was announced on Feb- 
ruary 9. Mr. Brett's connection with this 
corporation and its subsidiaries extends over 
a period of 32 years. 


Joins Consultants 


HENEY and 

Foster, engi- 

neers and consult- 

ants of 61 Broad- 

way, New York 

City, have an- 

nounced the admis- 

sion to partnership 

of Artemas E. 

Ward, for many 

years with W. S. 

& Barstow & Co., and 

The Utility Man- 

agement Corpora- 

tion. Mr. Ward has 

been active in public utilities for more than 

thirty years and will assist in expanding 

the business of the firm in that field and 
among industrials. 


A. E. Ward 


A. F. Rice To Manage 
Stove Company 


F. RICE, man. 

- ager of mar. 
ket development fog 
the Southern Cai 
fornia Gas Com! 
pany, will leave tha 
organization to take 
over the management 
of the Occidental 
Stove Company of 
San Francisco, sue 
cessors to  Steige 
and Kerr Stove anj 
Foundry Company 
effective on March}, 

Mr. Rice has been associated with th 
Southern California Gas Company sing 
June, 1937, specifically devoting his atte, 
tion to trade activities. He also has beg 
active nationally since the inception of th 
CP program, as a member of the Domestic 
Range Committee, American Gas Assocg 
tion, and as regional manager for CP Pp 
motion in Arizona, Utah, Idaho, Nevada 
British Columbia, Washington, Oregon and 
California. He is chairman of the Paci 
Coast Gas Association Sales and Advertis. 
ing Section this year. 

The Occidental Stove Company is a sue 
cessor to one of the oldest manufactures 
of gas ranges and heaters in California. The 
company’s manufacturing plant now is le 
cated at Irvington, California. 

The general offices are located in Sa 
Francisco. 


A, F. Rice 


UHL 





Refrigerator Sales Campaign Launched in New England 


Four hundred New England gas utility executives, sales managers, home service directors and others gathered at the Statler Hotel in Bae 
ton on February 9 to get first hand information on the national gas refrigerator drive sponsored by the A.G.A. Refrigeration Commilitt 
headed by Bernard T. Franck, vice-president of the Milwaukee Gas Light Company. The meeting was held under the auspices of the sie 
division of the New England Gas Association. Jesse L. Johnson, chairman of the division, presided and introduced the featured speakm@ 
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Wisconsin Utilities 
Association 


ALTER C. BECKJORD, president 

of the American Gas Association, 
will be one of the principal speakers at 
the annual convention of the gas section 
of the Wisconsin Utilities Association 
which takes place March 11 and 12 at the 
Pfister Hotel, Milwaukee. Bruno Rahn, 
president of the Wisconsin association, and 
Bernard T. Franck, chairman of the A. G. A. 
Refrigeration Committee, are other fea- 
tured speakers at the opening session. 

A dramatized presentation of the accom- 
plishments of the gas industry called the 
Cavalcade of Gas will be a special feature 
of the convention. Directed by E. Carl 
Sorby, promotion director, George D. 
Roper Corp., the cavalcade will include co- 
operating performances by Paul J. Dorsey, 
Cribben & Sexton Co., who will dramatize 
the cookery message; John Bogan, A.G.A. 
E.M., the CP range; E. W. Cone, Welsbach 
Co., water heating; R. L. Cox, Detroit- 
Michigan Stove Co., commercial cooking; 
Lloyd Ginn, American Stove Co., sales 
promotion; H. C. Gurney, Surface Combus- 
tion Corp., house heating; and Clarence 
Spiegel, Servel, Inc., refrigeration. Dale 
Remington, Wisconsin Public Service Corp., 
will provide engineering material to tie in 
with the sales story. 

After the performance, time will be al- 
lowed for inspection of the latest gas ap- 
pliances on display at the Home Show. 

On the second day, the Commercial and 
Technical Divisions will conduct separate 
sessions. 


Oregon Meetin g 


DISCUSSION of district steam heat- 

ing, a session at which leading archi- 
tects will present subjects of their own 
choice, and an open session for the general 
public, will be innovations at the third 
annual Oregon State Air Conditioning Con- 
ference at Corvallis, March 28-30. 

Sponsored by the college, the conference 
is held on the campus in the school of engi- 
neering. Earl C. Willey, assistant profes- 
sot of mechanical engineering, is general 
chaitman. The conference enjoys the sup- 
port of manufacturers of heating, air con- 
ditioning and allied equipment, as well as 
members of the trade in general. 

A symposium on the various fuels will 
be featured again this year, according to 
Bryant W. Moore, program chairman. C. 
M. MacGregor, heating engineer for Port- 
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land Gas & Coke Company, will lead a 
discussion on the subject of “Installation 
Codes.” 

Herbert K. Kunen of the Anemostat Cor- 
poration of America, New York, N. Y., 
will attend the conference, speaking on 
“Air Distribution Design.” 


New England Gas 
Association 


HE fourteenth 

annual business 
conference of the 
New England Gas 
Association will take 
place March 14 and 
15 at the Hotel Stat- 
ler in Boston, Mass. 
With 33 speakers, 
representing the best 
thought in the in- 
dustry, and an ap- 
pliance equipment 
exhibit showing the 
latest gas develop- 
ments, the meeting has attracted widespread 
attention. This is the first time this Associa- 
tion has sponsored a gas industry exhibit. 

Headline speakers include Walter C. 
Beckjord, president, American Gas Asso- 
ciation; Alexander Forward, managing di- 
rector, A.G.A.; H. C. Thuerck, chairman 
of the A.G. A. Committee on Community 
Development; Fred Van Covern, director, 
department of statistics, American Petro- 
leum Institute; James L. Fri, trade associa- 
tion executive and lecturer on merchandis- 
ing, Columbia University; John Fry, presi- 
dent, Detroit-Michigan Stove Company; 
Herbert Gutterson, president, Institute of 
Carpet Manufacturers of America, Inc., and 
many others. 

R. J. Rutherford, president of the New 
England Gas Association, will conduct the 
sessions and deliver a major address. An 
appliance sales symposium, with contribu- 
tions by such experts as J. J. Quinn, G. G. 
Wells, Jr., A. D. Hirst, C. George Segeler, 
B. J. Bean, R. D. Stuart, Jr., C. F. Cush- 
ing, and C. G. Young, will be an important 
part of the program. There will also be a 
home service luncheon and round-table dis- 
cussion. Reports of committee chairmen 
will round out the program. 

A feature of the conference will be a 
one-act play presented by employees of The 
Brooklyn Union Gas Company. This play 
was originally staged with great success at 
the A. G. A. convention last fall. 


R. J. Rutherford 
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Pacific Coast Gas 
Association 


HE Spring Sales Conference of the 

Pacific Coast Gas Association, which 
was held in conjunction with the new 
A. G. A. Testing Laboratories’ Open House, 
met at the Embassy Auditorium in a three- 
day session Feb. 12-14. The morning ses- 
sion of the first day was devoted to talks 
by A. E. Holloway, president, Pacific Coast 
Gas Association, and F. S. Wade, president, 
Southern California Gas Company and 
Southern Counties Gas Company. Arthur F. 
Bridge, vice-president and general manager 
of Southern Counties Gas Company and a 
member of the Laboratories Managing Com- 
mittee, gave a talk on the Testing Labora- 
tories. 

Due to the illness of R. M. Conner, the 
address that he was scheduled to make was 
read by F. M. Banks, vice-president of the 
Southern California Gas Company. Lucy R. 
Milligan, director of the Women’s Divi- 
sion of the National Association of Manu- 
facturers of New York, talked on “What 
Women Think of You.” The afternoon 
session was devoted to simultaneous meet- 
ings of the domestic sales, commercial and 
industrial sales, and Home Service Com- 
mittees of the Association, during which 
various phases of business were discussed. 


Bridge Honored 


At the beginning of Tuesday morning's 
session, Major Alexander Forward pre- 
sented Arthur F. Bridge with a bronze 
marine clock and barometer in apprecia- 
tion of Mr. Bridge’s work in securing an 
Association-owned branch laboratory for 
the Pacific Coast. At the same time, he pre- 
sented Guy E. Steller, Southern Counties 
Gas Company, with a wrist watch in recog- 
nition of his part in designing the new 
building. 

The Tuesday morning session was de- 
voted to talks by various members of the 
gas industry on the Pacific Coast. During 
the afternoon, R. A. Hornby, vice-presi- 
dent of Pacific Lighting Corporation, sum- 
marized gas industry advertising and R. B. 
Harper, vice-president in charge of tre- 
search, The Peoples Gas Light and Coke 
Company, talked on “Our Heritage.” 

During the progress of the Conference, 
various sales suggestions were offered for 
discussion. Out of more than 300 sub- 
mitted, 25 won prizes. 

In connection with commercial and in- 
dustrial sales Don Johnston, Portland Gas 
and Coke Company, received a $25 prize. 
The title of his suggestion was “Sales 
Make News, News Makes Sales.”” In the 
home service field, Marguerite Fenner, Pa- 
cific Gas and Electric Company, was 
awarded a $25 prize for a paper on “In- 
creasing the Effectiveness and Reducing 
the Cost of Home Service Work.” R. D. 
MacMahon, Southern California Gas Com- 
pany, was given $25 for submitting “A 
Study in Electric Replacements,’ considered 
the best suggestion in the domestic sales 
field. 














MARCH 
Wisconsin Utilities Associa- 
tion—Gas tion 
Pfister Hotel, Milwaukee, 
Wis. 
New England Gas Associa- 
tion 
Hotel Statler, Boston, Mass. 
American Petroleum _Insti- 
tute, Mid-Continent District, 
Division of Production 
Wichita, Kansas 


Oklahoma Utilities Associa- 
tion 
Biltmore Hotel, Oklahoma 
City, Okla. 


Mar. 11-12 


14-15 


14-15 


18-19 


28-29 A. G. A. Industrial Gas Sales 
Conference 
Commodore Perry Hotel, 
Toledo, Ohio 
28-29 American Petroleum Insti- 
tute, Southwestern District, 
Division of Production 
Houston, Texas 
APRIL 
Apr. 5 Maryland Utilities Associ- 
tion 
Lord .Baltimore Hotel, 


Baltimore, Md. 


9 New Jersey Gas Association 


Berkeley-Carteret Hotel, 
Asbury Park, N. J. 


Accounting Section Spring 


Conference 
White Sulphur Springs, W. 
Va. 


11-12 


American Petroleum _Insti- 

tute, Eastern District, Divi- 

sion of Production 
Columbus, Ohio 


Pacific Coast Gas Association, 

Spring Technical Conference 

Embassy Auditorium, Los 
Angeles, Calif. 


11-12 


11-12 


15-17 Mid-West Gas Association 

Lincoln Hotel, Lincoln, 
Nebraska 

16-18 Southwestern Gas Measure- 


ment Short Course 
University of Oklahoma, 
Norman, Okla. 


17-19 Missouri Association of Pub- 
lic Utilities 
Elms Hotel, Excelsior 
Springs, Mo. 
22-23 Gas Meters Association, Flor- 


ida and South Georgia 
Hollywood Beach Hotel, 
Hollywood, Fla. 
Apr. 29-May2 U. S. Chamber of Com- 
merce 
Washington, D. C. 


MAY 


May 6-10 A. G. A. Natural Gas Sec- 
tion Convention 
Houston, Texas 





Te 


CONVENTION CALENDAR 


6-10 


13-14 


14-16 


15-17 


18-25 


20-22 


June 4-6 


23-27 


July 3-5 


8-10° 


Sept. 18-20 


26-27 


Wk. 7 


20-24 


Dec. 10-12 


A. G. A. Distribution Con- 
ference 
Houston, Texas 


National Fire Protection As- 
sociation 
Atlantic City, N. J. 
Indiana Gas Association 
Evansville, Ind. 


Pennsylvania Gas Associa- 
tion 

Sky Top, Pa. 
Natural Gasoline Association 


of America, Annual Conven- 


tion 
Hotel Tulsa, Tulsa, Okla. 


International Petroleum Ex- 
position and Congress 
Tulsa, Okla. 


A. G. A. Joint Production 
and Chemical Conference 
Hotel Pennsylvania, New 
York, N. Y. 


JUNE 


Edison Electric Institute 
Atlantic City, N. J. 


American Home Economics 
Association 

Hotel Statler, 
Ohio. 


Cleveland, 


JULY 


Canadian Gas Association— 

Joint Meeting with Pacific 

Coast Gas Association 
Jasper Park Lodge, Alberta, 


Canada 
Michigan Gas _ Association 
Grand Hotel, Mackinac 


Island, Mich. 


SEPTEMBER 


Pacific Coast Gas Association 
Hotel del Coronado, Cor- 
onado, Calif. 


Empire State Gas & Electric 
Association 
Westchester Country Club, 
Rye, N. Y. 


OCTOBER 


American Gas Association 
Annual Convention 
Atlantic City, N. J. 


National Safety Congress 
Stevens Hotel, Chicago, Ill. 


American Dietetic Associa- 
tion 
Hotel Pennsylvania, 
York, N. Y. 


New 


DECEMBER 


National Association of R.R. 
& Utility Commissioners 
Miami, Fla. 





SL 
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Maryland Utilities 


Association 


HE Spring Meeting of the Mary 

Utilities Association will be held 
the Lord Baltimore Hotel, Baltimore, } 
land, on Friday, April 5. In the mornigd 
there will be separate meetings of the & 
Electric and Transportation Groups, af 
dressed by specialists in each of these j 
dustries. In the afternoon, there will he 
combined session featuring discussions , 
the personnel and public relations aspeg 
of the utility business. 






















































Safety Meeting 


HE eleventh annual Safety Conventig 

sponsored by the Greater New Yq 
Safety Council, Inc., in cooperation 
some 80 local and national organizatioy 
will be held at the Hotel Pennsylvania ; 
New York City on April 16-18. An 
usually comprehensive safety program, a 
sisting of 42 sessions in which more ¢ 
200 nationally recognized safety expe 
will participate, is being arranged. 
program will adequately cover industti 
commercial, motor vehicle, public, edug 
tional, recreational and home accident p 
vention work. 























C. M. Carbonell Dies 


ORNELIUS M. CARBONELL, retire 

assistant secretary of the Consolidate 
Edison Company of New York, died 
Miami Beach, Florida, on January 28. 

Mr. Carbonell was born in Havana, 

on October 7, 1867. He retired as 4 
sistant secretary of the Consolidated Edis 
Company on November 1, 1937, witha 
most fifty years of service to his credit. 
was a member of the American Gas 
ciation from 1918 to 1937. 























Welcome Americans 
To Canada 


(From Canadian Gas Journal) 

UE to the fact that Canada is at¥ 

we sincerely hope that no one if 
the United States will feel he must aim 
his plans to attend the Canadian Gas & 
ciation Convention at Jasper Park, 
July 3, 4 and 5. On the contrary, it 
excellent opportunity to see Westerm 
ada while American funds are at a pfeil 

The Canadian Government is anxious 

draw to the attention of every Amen 
citizen who is planning a holiday im 
ada that the war has caused no restrict 
to be placed on movement across the 
der. The Canadian Gas Journal wishé 
pass on this information and extend 
courtesies Canada has to offer to ouf 
can friends. 
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F. B. Franive, Chairman 
E. N. Kecrer, Vice-Chairman 
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Lo, The Poor Credit Man 
(An Open Letter to Gas Salesmen) 


Dear Salesman: 


Until recently there was a nationally fa- 
mous radio programme in which the master 
of ceremonies was accustomed to say at 
the intermission, “It’s only the beginning, 
folks, only the beginning.” This is a fitting 
commentary on all gas sales, especially com- 
mercial and industrial. The proposal, the 
contract, the meter order are only the 
beginning. A utility sells service and service 
is perpetual, as is attested by the efficient 
and specialized service groups in your own 
particular field of endeavor. True it is, you 
have only begun the job when the customer 
signs on the dotted line. 

It is not necessary for you to follow 
through the intricacies of credit approval, 
billing and collection of his accounts, as 
we have special groups or individuals who 
accept those responsibilities. It is my desire 
at this time to make a plea for one of 
these, the credit man, possibly the least 
understood and, consequently, most mis- 
judged member of the accounting group. 
My message concerns the sale of gas as 
such, without any attempt to cover credit on 
the sale or servicing of appliances, al- 
though naturally the general principles of 
credit investigation and decision are largely 
similar in both cases. 


Three C’s of Credit 

To come to the point then, naturally you 
are interested to know what goes on after 
you have submitted the proposal or brought 
back the signed contract for increased gas 
load, and this is precisely where the credit 
man starts to function. It is our job to de- 
cide, first of all, whether the customer has 
the three “'C’s” of credit—Character, Capi- 
tal, and Capacity. You can help us im- 
measurably and do so in most cases. We 
are all salesmen under the skin. I know 
that the credit man is supposed to be the 
salesman’s pet aversion, but there must be 
but few cases in which the Credit Depart- 
ment contributes to making the salesman’s 
lot an unhappy one. You have a certain 
definite advantage. You see the customer in 
his native habitat. All we know is what we 
tead in the papers—our own and others— 
to which we have access. 

As far as past or present customers are 
concerned, our own records are eloquent. 
They speak for themselves. Every delinquent 
account is classified in such a manner as 
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General Supervisor, Credit and Col- 
lections, Philadelphia Electric Com- 
pany, Philadelphia, Pa. 


to reveal at a glance how many times a 
customer has been delinquent, the months 
in which this occurred, whenever more than 
one month’s delinquency occurred, bad 
checks were presented, delayed payment 
charges were waived, service was shut off 
for non-payment inside or outside the prem- 
ises, and a number of minor considerations. 
Often these features are sufficient of them- 
selves to satisfy us as to a customer's credit; 
sometimes they do not. 


Tell the Whole Story 


If you think the credit man is naturally 
pessimistic, a wet blanket, especially if you 
think his viewpoint of a new customer is 
colored by experience with past or present 
customers, then arm yourself with every- 
thing you think will put the sale across— 
be frank, tell him the whole story. What 
is the nature of the business? What is the 
capacity for doing business, and present 
volume? Are the premises owned or if 
rented from whom? Is the customer now 
using or has he previously used gas com- 
mercially? Is the business individually 
owned, a partnership, or corporation? Who 
are the personnel of management? Trade 
references, salesman’s general remarks con- 
cerning the transaction? An answer to these 
questions will save time, inconvenience, em- 
barrassment for all concerned. The credit 
man is entitled to know all that you know. 
He is at a disadvantage and will welcome 
every shred of information which will en- 
able him to reach a sound decision. 

Maybe the credit man is in some instances 
too literal, too theoretical. Sometimes ad- 
vance credit information does not do full 
justice to a new customer. If you think so, 
say so. Sometimes commercial and indus- 
trial customers are merely tardy; sometimes 
they purposely withhold credit information 
from credit bureaus so as not to disclose 
their set-up to competitors. 

The credit man dislikes to refuse credit. 
He wants to go along with you. Fight for 
your sales, but be cooperative and be pre- 
pared for occasional restrictions. Do not 
blame the credit man, but realize that de- 
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cisions On past or present customers are 
made purely on the customer’s record. He 
in some way fails to measure up to the 
accepted standard of common business per- 
formance. You may have to tell him this 
frankly and he will rarely fail to agree that 
the fault is his rather than ours. 

We are willing and eager at all times to 
review our credit decisions, to go more than 
half way to meet the necessities of the 
situation. If we say “No,” we will tell 
you why. Either our own records are dam- 
natory or the general credit situation is pro- 
hibitive, or both. As far as increased load 
for known customers is concerned and fear 
for the future is expressed, please bear with 
us. Remember the possibilities. 

Any commercial or industrial customer 
who does not pay his bills promptly has 
two strikes on him already. If he does not 
discount his bills where a discount is of- 
fered as an inducement to prompt payment, 
he is more than tardy. Delayed payment 
charges or discounts on a retail or indus- 
trial customer are generally sizeable. We 
can understand a domestic customer jug- 
gling the delayed payment charge against 
the cost of a money order or carfare, but 
with a retail or industrial customer, it is 
different. One who fails to discount retail 
or industrial bills or pay in accordance with 
the prevailing tariff is worthy of scrutiny. 
It is sometimes not sufficient to say that 
he is tardy; it is in some instances likely 
to be the foreboding of serious financial 
problems. 


Debtor Favored 


If the corporation is of recent formation 
and does not have adequate capital, think 
what can happen—forced liquidation, bank- 
ruptcy. Business today can operate on less 
than the proverbial shoe-string. Corpora- 
tions are formed in some instances with just 
enough capital to operate a business as is 
required by statute, and the bankruptcy 
laws in recent years have favored the debtor 
to a greater extent than the creditor. 

In comtemplation of present or former 
customers, the credit man interprets the fu- 
ture from the past. If past or present per- 
formance is unimpressive, he cannot be ex- 
pected to close his eyes to the future. His 
credit reports are illuminating. They pro- 
vide him with a clear picture of a concern’s 
operations from the start—its successes, 
failures, current ratio, fixed assets, net 











worth, summary of past performance and 
future prospects. Ownership of property to- 
day often entails merely the barest equity. 
The former owner often has a strangle hold 
in the form of heavy bonds or mortgages. 

Hence you are required at times to col- 
lect a deposit based on your annual revenue 
estimate and representing usually the nomi- 
nal amount necessary to cover current con- 
sumption. Retail and industrial deposits are 
rarely sufficient to protect the company from 
loss, especially in seasonal enterprises which 
can close at will and remain dormant for 
months and years. Labor difficulties often 
indicate the need of deposits, especially 
where so much work is done on a commis- 
sion basis with the material furnished for 
processing. Comparatively little investment 
is required. 


Reasons for Deposits 


Your customer may, and I am sure often 
does, combat the demand for a deposit. Let 
me say that I appreciate clearly what you 
are up against in collecting deposits. It is 
not easy for a salesman to turn collector 
unless he is thoroughly sold on the com- 
pany'’s requirements and realizes that they 
are imperative. Let us remind ourselves just 
what they are— 

(1) As a public utility, our company is 
obliged to render gas service without 
discrimination to all customers who 
make application and meet the stand- 
ard terms and conditions as provided 
in the tariff of rates. 

(2) The company’s customers are the pub- 
lic at large. It cannot refuse to serve 
those whose credit is below par. 

(3) The nature of the company’s service 
makes it impossible to bill in advance 
for service used. 

(4) Therefore, it is entirely reasonable to 
require a cash deposit to guarantee the 
payment of bills from those whose 
credit is not established. 


There is no discrimination in requiring 
customers whose credit is not established to 
place a deposit with the company. In fact, 
it would be an unwise business practice not 
to do this. It would, however, be discrim- 
ination of the worst sort if the company 
knowingly permitted some people to escape 
payment of bills they justly owe. These 
losses, if incurred, would have to be made 
up by the customers who do pay their bills, 
and to this extent the company would dis- 
criminate against these latter customers. 
From this viewpoint, the deposit policy is 
really one of protection to all customers. 

Contracts for retail and industrial gas 
service may generally be approved without 
deposit under the following conditions: 


(1) Known financial responsibility. 

(2) Satisfactory rating by financial agencies. 

(3) Upon submission of approved financial 
statement endorsed by a certified pub- 
lic accountant. 


When deposits are requested, the amount 
in most instances may be intended to cover 
an estimated two months’ use of ‘service. 


This, however, may be subject to some 

modification depending upon company policy 

or, perhaps, to regulations issued by various 

State Commissions. Deposits are usually re- 

quired under the following conditions: 

(1) Known bad credit. 

(2) Hazardous business undertaking such 
as some restaurants catering to tran- 
sient or seasonal trade, some individ- 
ually operated places of amusement 
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or business of a temporary nature, 
(3) Questionable business enterprises, 


You will sometimes be asked to accept 
guarantee by a third party. These are 
considered desirable for the following reg 
sons: 





(1) The guarantor may have definite limit 
of time or amount in mind, and may 
(Continued on page 119) 
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Accounting Spring Conference Offers 


Host of Interesting Topics 


FTER giving full consideration to all 
factors in connection with various lo- 
cations and in response to demands for a 
“repeat’’ performance, the Accounting Sec- 
tion will again hold its Spring Conference 
at White Sulphur Springs, West Virginia, 
on April 11 and 12. 

Recognizing that last year’s conference 
was such a success, the Program Committee, 
under the leadership of Chairman F. B. 
Flahive, has been diligently working on a 
program of timely and important accounting 
subjects. The committee is not yet ready 
to announce the full make-up of the pro- 
gram and speakers, but every phase of ac- 
counting work will be covered. 

The General Accounting Committee, for 
instance, intends to sponsor speakers and 
discussion on such subjects as Plant Acqui- 
sition Adjustments, Allocation of Over- 
heads, Differentiation of Capital and Earned 
Surplus and Social Security in Relation to 
Annuity Plans. 

The Property Records Committee has an 
extremely interesting program in view on 
Plant Accounting. It is planned to have well 
known authorities cover the subject from 
the management point of view, regulatory 
standpoint, as well as the legal and engi- 
neering aspects. 

The Customer Accounting Committee is 
expecting to sponsor a speaker in reference 
to production studies on accounting func- 
tions. 

The Customer Relations Group is plan- 
ning to obtain a speaker who will present 
customer relations from the executive stand- 
point. 

Some of the above subjects will be cov- 
ered in the two morning general sessions. 
However, arrangements will be made for 
smaller group conferences during at least 
one of the evening sessions. Here, for in- 
stance, the Customer Accounting and Cus- 
tomer Relations Committees have banded 
together to produce a program of interest 
to men in both fields. It is intended to cover 
such subjects as, 


The Requirements of an Accounting Sys- 
tem for Prompt and Accurate Information 
to Answer Customer Inquiries, 

Bill Forms and Information Needed 
Thereon, 
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Factors Determining Periods of Mete 
Reading and Periods of Customers’ Bills, 

Are Meter Reading Routes Necessary? 
as well as a host of other interesting items 

The Insurance Committee, which hg 
lately been returned to the jurisdiction gf 
the Accounting Section, will also sponse 
some interesting features on the genenl 
program. 

Those who attended last year know th 
delightful surroundings and that opportunity 
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Our 1940 Profit Parade to Greater Modern 


GAIN we con- 
gregate to 
gather new ideas 
and to solve prob- 
lems for the better- 
ment of our indus- 
try. One of these 
important problems 
today is the promo- 
tion of modern gas 
cookery, which is 
necessary to insure 
the retention of our 
domestic load. 
What is our gas 
range problem? Are we not still inclined 
to follow the lines of least resistance by 
promoting cheap gas range sales? Are not 
many of our present dealers selling cheaper 
gas ranges at little or no profit? Is it not 
te that many of our former dealers are 
selling higher priced competitive equip- 
ment at a fair profit or on some satisfactory 
bonus arrangement? Do we not agree that 
cheap gas ranges fail to’ give Mrs. House- 
wife cooking perfection? Is it not our duty 
as the utility company and a prominent gas 
range sales outlet in our area to sell mod- 
em cooking equipment that is entirely 
matchless in operation, that renders valu- 
able time savings, attractive food savings, 
more flavorsome cooking, unrivaled cleanli- 
ness, greater convenience and more free- 
dom? Certainly that is what a customer 
expects when she buys a modern gas range 
from her gas company or a reliable dealer. 
Our competitors are promoting their 


George L. Scofield 


ange sales on a modern cookery basis with 


lich higher equipment price and fuel 

and are meeting with success. Is it 

f Our responsibility to prevent this in- 

@ into our domestic load? The best and 

st way to solve this problem is to 

id the way in selling more and better gas 
< to our customers. 

it CP Program last year was designed 

P you in your gas range promotion, 

tit Produced outstanding results. More 

# 1,300,000 gas ranges were sold by gas 

hies and their dealers. Furthermore, 

mew year, 1940, dawned upon well over 

800 American kitchens equipped with 

d Performance Gas Ranges that are 


irman, Domestic Range 

Gas Association. Address before 
d-West Gas Sales Conference, Chicago, II1., 
15-17, 1940. 


Committee, 
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Gas Range Sales 


By GeorGE L. SCOFIELD* 


General New Business Manager 
Republic Light, Heat & Power 
Company, Buffalo, New York 


giving Mrs. Housewife the ease in Cooking 
Perfection she deserves. 

To say that the American public is now 
showing a great interest in this new gas 
cooking marvel is expressing it very lightly. 
Indication of this is found in the fact that 
the sales of CP ranges have increased from 
7% of the total oven heat control ranges of 
CP Range manufacturers in January 1939 
to 14% during the last two months of the 
year. In other words, the acceptance by the 
buying public of the CP Gas Range has 
doubled in the past year. 

Gas range manufacturers further testify 
that the CP Range Program has increased 
all gas range sales as proven by a 31% 
gain in gas ranges sold in 1939 over gas 





Sales Conferences 


By the time this issue of the 
A. G. A. MONTHLY goes to press, 
the third regional gas sales confer- 
ence, sponsored by the Commercial 
Section to coordinate the national 
domestic sales program, will have 
concluded its sessions. The most 
recent meeting, the Eastern Natu- 
ral Gas Sales Conference, is being 
held on February 29 and March 1 
at the Fort Pitt Hotel in Pittsburgh, 
Pa. 

The two previous conferences 
held during February—the South- 
ern-Southwestern meeting at Hot 
Springs, Ark., February 12-14, and 
the Mid-West conference at Chi- 
cago, Ill., February 15-17—attracted 
sales-minded people from many 
parts of the country. 

These meetings were conspicu- 
ously successful and brought out 
much constructive sales promo- 
tional material for the gas industry. 
Two of the conference papers are 
reproduced in full in this issue and 
others will be reprinted or dis- 
cussed in the April issue. 
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range sales in 1938. This record is very 
impressive when compared with only a 
25% increase in electric range sales during 
the same period. 

Today many prominent gas company 
executives throughout the country testify 
that the CP Gas Range is giving their cus- 
tomers cooking perfection and a cooking 
service far superior to that rendered by the 
best of competitive equipment. They further 
acclaim it as the solution to their competi- 
tive cooking problem. 

Dealers who for a number of years have 
suffered from short profits on cheap gas 
range sales have started swinging in line 
with the sale of CP Gas Ranges, as this 
cooking marvel affords them the opportunity 
for higher dollar sales volume and more 
satisfactory sales profits. 


Enlarged CP Program 

The fast growth in Certified Performance 
Gas Range sales and the great enthusiasm 
by utilities and dealers in better gas ranges 
are naturally the foundation upon which 
our 1940 modern cookery promotion was 
built. Because the response to the 1939 CP 
Program was so favorable, this year’s pro- 
gram is much enlarged and will be sup- 
ported by $600,000 in promotional work 
and national advertising by the American 
Gas Association and the Association of Gas 
Appliance and Equipment Manufacturers. 
Extensive plans have been completed for 
this promotion in which we will ring up 
1,500,000 modern gas range sales including 
200,000 or more CP models in 1940. The 
theme adopted for this intensive drive is 
“The Profit Parade To Greater Modern Gas 
Range Sales.” 

The success of this Profit Parade has 
been assured by a larger field force of pro- 
motional men supplied by the CP range 
manufacturers, and by an aggressive promo- 
tional American Gas Association organiza- 
tion, including eight regional managers and 
fifty-six state and district managers. They 
are all mobilized and ready for action all 
over the United States and Canada. 

These are the eight regional managers se- 
lected for this aggressive promotion—they 
are very prominent and successful men in 
this industry, members of the Domestic 
Range Committee of the American Gas As- 
sociation, and are staunch supporters of the 
Certified Performance Program. 

Region No. 1 J. J. Quinn, Boston Con- 
solidated Gas Company, Boston, Mass. 

Covering all six New England States. 









































Region No. 2 W. E. Bolte, The Brooklyn 
Union Gas Company, covering states of 
New York, New Jersey, Delaware, Penn- 
sylvania, Maryland, District of Columbia 
and all provinces in Eastern Canada. 

Region No. 3 J. W. Lea, Atlanta Gas 
Light Company, covering states of North 
Carolina, South Carolina, Georgia, Flor- 
ida, Alabama, Tennessee, Virginia and 
West Virginia. 

Region No. 4 Fred C. Armbruster, Middle 
West Service Company, Chicago, IIl., 
covering states of Illinois, Indiana, Wis- 
consin, Michigan, Ohio and Kentucky. 

Region No. 5 Sam Whiteman, Sioux Falls 
Gas Co., Sioux Falls, S. D., covering 
states of Nebraska, Minnesota, Montana, 
South Dakota, North Dakota and Iowa. 

Region No. 6 C. C. Young, Gas Service 
Company, Kansas City, Mo., covering 
states of Kansas, Oklahoma, Colorado, 
Wyoming, New Mexico and Missouri. 

Region No. 7 Robert C. Anderson, United 
Gas Corporation, Houston, Texas, cover- 
ing states of Texas, Louisiana, Missis- 
sippi and Arkansas. 

Region No. 8 Al Rice, Southern Cali- 
fornia Gas Company, Los Angeles, Cali- 
fornia, covering states of California, 
Washington, Oregon, Nevada, Arizona, 
Utah, Idaho and all provinces in Western 
Canada. 


Arrangements have been completed to 
blanket all of the United States and Canada 
with the plans of our Profit Parade To 
Greater Gas Range Sales, which is the most 
intensive drive for modern gas range sales 
ever sponsored by the gas industry. 


Regional Meetings 

Each of the regional managers has or will 
hold in the very near future a meeting of 
their state or district managers at which our 
plans for the first half of the year will be 
presented. All state and district managers 
will likewise hold meetings in their ter- 
ritories in which they will outline these 
plans to executives of the gas companies in 
their state or district, and will encourage 
them to Join the Profit Parade to Greater 
Modern Gas Range Sales. All managers, 
regional, state and district, are being sup- 
plied with all the necessary ammunition to 
successfully conduct their meetings. Attend 
the meeting to be held in your state as you 
will find it instructive, interesting and a 
great help to increase your modern gas 
range sales this year. 

In breaking the announcement of our 
1940 Modern Gas Range Promotion and to 
coordinate the efforts of gas companies and 
gas range dealers throughout the United 
States and Canada, comprehensive three- 
colored, 16-page portfolios, “Join the 
Profit Parade To Greater Modern Gas 
Range Sales’ are being mailed to 2500 key 
utility executives and 18,000 retail dealers. 
This new portfolio or plan book clearly 
reveals the market for more modern gas 
range sales, the Time, Food and Fuel Sav- 
ings Features of Certified Performance 








Ranges, and the powerful advertising back- 
ing behind the program. It includes sug- 
gested sure-fire CP Gas Range campaigns, 
sales producing contests for salesmen, radio 
spot announcements with listener appeal— 
all synchronized to one tune to increase 
your CP Gas Range sales. 

It also announces enlarged plans for the 
industry's CP Ranger Club, the timely Food 
and Health presentation, an effective Gas 
Range Prospect Finder and popular priced 
CP Range mailing pieces with customer ap- 
peal. Other tie-in material available are a 


JOIN THE PARADE 
to PERFECT COOKING! 
witha (1) GAS 


RANGE 


\\ \ CERTIFIED PERFORMANCE 


nan F 


YOU TOO CAN ENJOY THE SAVINGS 
AND PLEASURE OF MODERN 
GAS COOKING IN YOUR HOME 


four-color attention getting window display 
and two sound slide films—'‘‘Straight To 
Your Heart” and “Parade To Profits.” 

You will be enthused over the new Food 
and Health Presentation, the revised Food 
and Health Cook Book and the bigger and 
better CP Ranger Club for your salesmen. 
The Food and Health Presentation includes 
forty-five colored charts, and a prepared 
talk to accompany it, proving CP Gas 
Ranges pay for themselves in food savings 
and health protection. This presentation is 
very appropriate as our customers today are 
all endeavoring to get more food for their 
money and are fast growing very “health 
conscious." These Health Charts are so ar- 
ranged that any selection of the forty-five 
individual charts can be used for different 
presentations as required for educational 
work at schools, employee-dealer and pros- 
pect meetings and modern cookery demon- 
strations. This Food and Health Presenta- 
tion, through frequent and effective use, can 
help you create many modern gas range 
sales in your territory. 

The revised Food and Health CP Cook 
Book contains 101 recipes for health cook- 
ery. Distribution of this book can be con- 
fined to customers who answer by return 
postal card, specific questions pertaining to 
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their present cooking equipment. It wi 
prove to be an effective means to aid you 
salesmen in getting prospects and selling 
more CP Gas Ranges. 

You will find the Bigger and Better @ 
Ranger Club another great medium to boggy 
your CP Gas Range sales. Hundreds ¢ 
salesmen in 1939 qualified for membership 
in this national sales fraternity and wo 
honor awards and national prestige by the; 
Certified Performance sales ability. Fing 
and more distinctive honors, added award 
and wider recognition are available for gas 
companies, salesmen, and dealers who reg. 
ister in the CP Ranger Club for 1949, 


No. 1. Regional Award. A magnificent 
Ranger Trophy will be awarded to the gy 
company in each of the eight national m 
gions for the largest number of compagy 
and dealer CP Gas Range sales per 10) 
meters. This award will encourage keg 
competition between gas companies locate 
in the same area, regardless of their size, 


No. 2. Divisional Award. A magnificent 
Ranger Trophy will be awarded to the gs 
company for the largest number of company 
and dealer CP Gas Range sales per 10H 
meters in each of the seven divisions estab 
lished for fairness of competition. This 
award is an inducement for all gas com 
panies to compete with other companigs 
serving a similar number of domestic me 
ters. The seven divisions established for 
these awards are as follows: 


Division No. 1 
Consolidated Edison Co. of N. Y., Ine, 
The Brooklyn Union Gas Co. 
Southern California Gas Co. 
The Peoples Gas, Light & Coke Co. 
Southern Counties Gas Co. 
The Philadelphia Gas Works Co. 
Kings County Lighting Co. 
Boston Consolidated Gas Co. 
Michigan Consolidated Gas Co. 
Pacific Gas & Electric Co. 






COMPANIES-DIVISIONS OR 
BRANCHES WITH ...-. 


More than 100,000 domestic 
meters ‘f 
(Except those in Division 
50,001 to 100,000 domeml 
meters ; 
20,001 to 
meters 
10,001 
meters ; 
2,501 to 10,000 do 
meters 
2,500 or less domestic @ 






Division II 








Division Ill 
Division IV 50,000 don 


Division V to 20,000 don 





Division VI 





Division VII 


No. 3. National Award. The gas®™ 
pany which in the opinion of the 
Ranger Club directors has the outstaf 
record in promoting Certified Performél 
Gas Ranges during the year 1940 will ® 
presented with a special award worthy @ 
the achievement. This is an award for whit 
all Gas Companies in the United States 
Canada will strive. 
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No. 4. All Expense Trips for Gas Co. 
Salesmen. The gas company salesmen lead- 
ing in CP Range sales in each of the (8) 
CP national regions will be awarded all ex- 
pense trips to the American Gas Associa- 
tion National Convention at Atlantic City, 
New Jersey, next Fall. This offers your 
salesmen a chance for national recognition 
and a trip to a convention attended by the 
prominent leaders in our industry. Your 
salesmen will welcome this opportunity. 

No. 5. Cash Prizes for Dealers and Dealer 
Salesmen. The three leading dealer sales- 
men, who have qualified as Rangers or Star 
Rangers in each of the eight CP regions, 
will be awarded attractive individual cash 
prizes. These prizes will help make dealer 
salesmen much more CP conscious. 

No. 6. Distinctive Ranger Membership 
Emblem. Utility and dealer salesmen and 
manufacturers’ representatives will be 
awarded beautiful emblems of Certified Per- 
formance membership to identify them as 
members of America’s top ranking sales 
fraternity. Salesmen selling twenty-five CP 
ranges will become CP Rangers and those 
selling fifty CP Ranges will win the distinc- 
tion of becoming Star Rangers. 


Utility Cash Prizes 
To further increase the effectiveness of 
this Ranger Club, many prominent utility 
companies in 1940 will again offer their 
company and dealer salesmen additional 


cash awards for Certified Performance sell-. 


ing. These cash prizes are recommended 
to create competition between your own 
salesmen in CP Gas Range selling. 

Another aid to maintaining interest na- 
tionally in CP selling and the 1940 CP 
Ranger Club includes four issues of the 
“Ranger News’ to be distributed to gas 
range salesmen. This publication will in- 
clude write-ups of outstanding CP Ranger 
achievements and creative ideas used by suc- 
cessful Certified Performance leaders and 
salesmen. It will inspire them to sell Cer- 
tified Performance Ranges. 

All sales executives should by all means 


register in the CP Ranger Club now—you 
will enjoy the pride of winning national 
and regional prizes and recognition for 
yourself, your salesmen and dealers. The 
fee for registration in the CP Ranger Club 
is very small and you will find it a power- 
ful aid in helping your salesmen and deal- 
ers get your share of the fast growing CP 
range market. 

In summarizing my remarks, I maintain 
there is enough effective material and pow- 
erful aids in this Spring-Summer Sales 
Portfolio—‘Join The Profit Parade To 
Greater Modern Gas Range Sales” to sell 
rings around our competitors and make 
1940 a banner year in modern gas range 
selling. 

Before I close, let me ask you these ques- 
tions. How many Certified Performance 
Gas Ranges were sold to your customers in 
1939? What are your 1940 plans for your 
modern gas range promotion? How many 
Certified Performance Gas Ranges will you 
sell this year? Frankly, I believe it will be 
just as many as your company policies dic- 
tate. 

To do a good job in Certified Perform- 
ance Range Selling, as you have in many 
other promotions, your company must make 
aggressive plans that are conducive to your 
sales organization to get this class of busi- 
ness. Day after day, in town after town, 
you are aggressively developing house heat- 
ing and water heating business—why not 
promote your CP Gas Range business in a 
like manner? 

A survey of outstanding Certified Per- 
formance Range results secured by leaders 
in this promotion in 1939 shows the fol- 
lowing as some of the methods responsible 
for 50% to 80% of their total gas range 
sales being Certified Performance models. 


No. 1 Like model ranges of CP design 
that do not include all of the 22 
CP requirements are not displayed 
or made available for resale to cus- 


tomers by salesmen. 


One of the first CP Gas Range meetings in 1940 was held in. Boston under the chairmanship 
of Joe Quinn, sales manager, Boston Consolidated Gas Co., and regional manager for CP 
promotion in New England. Approximately 80 sales managers and home service directors 
attended the meeting which is pictured above. Speakers included Paul J. Naschold, Frank 
Cadwallader, W. E. McCreery, Jesse L. Johnson, R. S. Agee, A. J. Brown, and 
E. E. Bardsley 
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All company gas range sales at a 
retail price of $99.50 or more are 
Certified Performance Models. 
Smaller down payments—larger 
trade-ins and more liberal terms 
are offered on Certified Perform- 
ance Gas Ranges than on non-certi- 
fied Performance models. 


Higher commissions are paid to 
company salesmen for the sale of 
Certified Performance models. 
Old equipment allowances and Gas 
Range Campaign Promotional Spe- 
cials are confined to CP models 
only. 

Cooperation advertising allowances 
are made to range dealers for their 
CP Gas Range advertising. 


Certified Performance Gas Range 
models are in operation on display 
floors. 


Certified Performance Gas Ranges 
are used and promoted in all mod- 
ern cooking demonstrations. 


Company advertising on Modern 
Gas Cookery is confined to Certified 
Performance Gas Ranges and their 
benefits. 


Why not adopt some or all of these suc- 
cessful ways to promote the sale of Cer- 
tified Performance Gas Ranges in your ter- 
ritory.... (1) CP Gas Ranges which 
will out perform any competitive equip- 
ment; (2) CP Gas Ranges that will bring 
your customers Cooking Perfection; (3) 
CP Gas Ranges that will pay for themselves 
in Food and Time Savings; (4) CP Gas 
Ranges that can be sold by your dealers at 
a profit; (5) CP Gas Ranges that your 
customers will be proud to own for many 
years to come. 

Join the 1940 Profit Parade to Greater 
Modern Gas Range Sales today—it will 
help you to retain gas as the recognized 
leader for modern cooking—it will build 
up your domestic load, the backbone of 
your business, and will produce substantial 
gas range sales profits for you and your 
dealers. 

This year, a united industry, the Asso- 
ciation, the manufacturers, the utilities, the 
Association dealers have pooled their re- 
search, resources and efforts, which offer 
you and your company a real opportunity 
to “cash in” on the “Profit Parade To 
Greater Modern Gas Range Sales.” Give 
it your enthusiastic support today and 
throughout the year. 


The Coming Ice Age 


WASHINGTON information service 
has the following item: 
“Long-distance forecasting is not an exact 
science, but the Weather Bureau is flirting 
with the idea that a 25-year warm cycle 
has ended and that a 25-year cold cycle is 


beginning. Longer and colder winters 
would have a marked influence on many 
industries.” 














Home Service Takes Active Part in Gas 
Regional Sales Conferences 


OME SERVICE literally toured the 

country during the month of Febru- 
ary—to make its contributions to the pro- 
grams of regional meetings in four widely 
separated sections of the country. From 
New Jersey to California, from Arkansas 
to Chicago, its activities were spotlighted 
on the programs of well-attended meetings. 
Following is a brief outline of the part 
Home Service played in these meetings: 


Asbury Park, N. J. 
February 7 


The home service group of the New 
Jersey Gas Association met in an all-day 
meeting with Helen Reilly, Public Service 
Electric and Gas Co., Summit, presiding as 
chairman. 

G. B. Webber, president of the New 
Jersey Gas Association, opened the con- 
ference and pointed out the contributions 
of the Home Service Committee to the reg- 
ular work of the Association. 

A symposium of five-minute talks fea- 
tured six phases of home service activities. 
The participants were: Mrs. Eliza Stephen- 
son, Jersey Central Power & Light Co., 
Asbury Park; Eleanor Thompson, Keyport; 
Catherine Cahalan, Public Service Electric & 
Gas Co., Elizabeth; Loretta Brady, Orange; 
Mrs. Mary N. Hall, Elizabethtown Consoli- 
dated Gas Co. and Sarah Sicker, Atlantic 
City Gas Co. 

Jane Roberts, Roberts & Mander . Stove 
Co., summarized the discussion and Jane 


By Jessie MCQUEEN 


Home Service Counsellor, American 
Gas Association 


Tiffany Wagner, Servel, Inc., added a pa- 
per on the subject, “Home Service Across 
the Country.” 

In the afternoon, outside speakers in- 
cluded: Paul W. Drake, of the American 
Society of Architects and president of the 
Suburban Society of Architects in New Jer- 
sey, who spoke on “Let the Kitchen Sell the 
House; and “What Women Want To 
Know about Equipment” by Kathleen Rob- 
ertson of McCall's Magazine. 

With the growing coordination between 
home service and service departments, the 
group was particularly interested in a de- 
velopment of this subject by James Costello, 
gas distribution department, Public Service 
Electric and Gas Co. of New Jersey. 

There was an attendance of more than 
100 home service people and sales man- 
agers, with a get-together luncheon during 
the noontime. 


Los Angeles, California 
February 13 


And now we go to the Pacific Coast, 
where in connection with the Spring Gas 
Sales Conference of the Pacific Coast Gas 
Association, Mrs. Marguerite Scroggie, 
Southern Counties Gas Co. at Santa Monica, 
chairman of the P.C.G.A. Home Service 
Committee, presided over a round table dis- 


ge 8 


cussion, participated in by home seryig 
girls and executives of the western o@ 
panies. 

A. F. Rice, chairman of the sales q 
ference, presented suggestions on how hom 
service could contribute to a sales program 
F. M. Banks, vice-president, Southern 
fornia Gas Co., told what home service gy 
do to work up substitutes for the avergg 
home call, when these cannot be made fy 
cause of insufficient personnel. 

Other executives speaking at the confe 
ence were: A. E. Holloway, president, Ry 
cific Coast Gas Association and vice-preg 
dent, San Diego Consolidated Gas and Ele 
tric Co.; and Norman R. McKee, vig 
president, Southern Counties Gas Co. 


4 


Hot Springs, Arkansas 
February 13 


We jump now to Hot Springs, Arkansas) 
where home service had a field day at te 


a 


ress 
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One of the most popular events at the Mid-West Gas Sales Conference was this Home Service Luncheon arranged by the Home 


ice Committee. With home service girls acting as hostesses, 165 guests made the most of the occasion. (Inset above) The Home St 
Committee discusses its plan of work at a luncheon meeting in Chicago, February 14 
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Southern-Southwestern Regional Gas Sales 
Conference—not only a round table dis- 
cussion, but a full hour on the general ses- 
sions’ program. Marion Dow, New Orleans 
Public Service Inc., presided as chairman. 

R. C. Anderson, United Gas Corp., em- 

ized the attention which should be 
given by home service in the natural gas 
area toward means of impressing upon cus- 
tomers the value of company services. He 
advocated that an adequate period of time 
be given to home service people to study the 
operations of the company, so they can ex- 
plain it in their home service contacts. 

Mildred Clark, Oklahoma Natural Gas 
Co., outlined the subject, “Home Service in 
a Dealer Program.” Albertine Berry, Lone 
Star Gas Co., demonstrated the CP range 
with an interesting title, ‘22-35 and Fight,” 
which she explained as the 22 points dem- 
onstrated in 35 minutes in the fight for CP 
range sales. 

“R.S.V.P., Mrs. Customer to Our Kitchen 
Party” was the title of an original skit ar- 
ranged by Emma Wood, Louisiana Public 
Utilities Co. 

The three-point program of the home call 
with the theme, “Kitchen Conscious’’ was 
explained in a paper by Nell Read of the 
San Antonio Public Service Co., presented 
by Grace Larrabee, Louisiana Power & 
Light Co. 

= At the afternoon round table discussion, 
Sthe following topics were presented: “Negro 
ids’ Cooking Classes,’’ Fannie May 

id, Mississippi Power & Light Co.; ‘New 

Customers,” Grace Larrabee, of Algiers, 
mB: “Home Service Information in Ad- 
ptising,” Pauline Sherwood, Oklahoma 
Natural Gas Co.; and “New Trends Using 

| Service in Water Heating and Room 
Heating,’ Margaret Thompson, Arkansas 
‘Tpuisiana Gas Co., Little Rock. 


Chicago, Illinois 
February 16-17, 1940 


As a part of the Mid-West Gas Sales Con- 
ference, home service was asked to tie in 
on two themes, one on the demonstration 
of the CP range and the other on “Home 
Service in a Dealer Cooperative Set-up.” 
Henrietta Weber, The Peoples Gas Light 
& Goke Co., presented a very conclusive 
demonstration to illustrate the points brought 
out in the new CP range program, entitled 
"Food Health and Wealth” which was pre- 
sented by G. L. Scofield, chairman, A. G. A. 
Range Committee and R. S. Agee, Associa- 
tion of Gas Appliance and Equipment Man- 
wfacturers of New York. 

Two speakers presented the dealer story— 
Gillen Fowler, Kansas City Gas Company, 
oi The How and Why of It” and W. R. 
Carlyon, Consumers Power Co., Lansing, 
Mich., on “A Six Year Picture.” 

On Saturday morning, which opened with 
4 Get-Together Coffee Hour, 15 home serv- 
ite gitls acted as hostesses. We believe every 
One of the 125 home service people attend- 
ing the conference felt better acquainted with 
her friends in business after this affair. 


Many sales managers joined the group dur- 
ing the hour. 
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Adding to the pleasure of the morning 
was the presentation of gardenia corsages 
with the compliments of the Bryant Heater 
Co. through Randolph Lacey, sales manager. 
Super-sized badges were worn, through the 
courtesy of the Kansas City Gas Company. 

The hostesses were: Mrs. Alice Ferguson, 
Madison Gas & Electric Co.; Mrs. Ella 
Liner Lambert, Milwaukee Gas Light Co.; 
Mary L. Dilley, Central Illinois Light Co., 
Springfield; Nellie Freedeen, The Peoples 
Gas Light & Coke Co., Chicago; Elizabeth 
Baum, Public Service Co. of Northern IIli- 
nois, Blue Island; Mrs. Helen Kunkel, Peo- 
ples Light Co., Davenport, Iowa; Irene 
Hickey, Michigan Consolidated Gas Co., 
Detroit; Martha Bradley, Michigan Con- 
solidated Gas Co., Muskegon; Claudess 
Bradley, Consumers Power Company, Pon- 
tiac, Mich.; Mrs. Veda Curtis, Northern 
Indiana Public Service Co., Fort Wayne; 
Betty Boyle and Adelle Morgenson of The 
Gas Service Co., Kansas City; Helen Brown 
and Grace Booker, Kansas City Gas Co. 

Colleen Fowler as chairman of the con- 
ference presented as first speaker, Mrs. Eliza 
M. Stephenson, chairman, A.G. A. Home 
Service Committee, and home service di- 
rector, Jersey Central Power and Light Co., 
Asbury Park, who gave the theme of the 
conference as “Home Service Meets the 
Consumer.” In this day when the consumer 
movement is on everyone’s lips, the gas 
companies should emphasize the fact that 
for many years we have been pioneers in 


this movement through the service offered 
to customers. Outlining the special activi- 
ties to reach the consumer, Mrs. Stephenson 
advised the group to keep this explanation 
of home service ever before the public. 

“The Old Kitchen for New” was the title 
of a skit presented by the Michigan Con- 
solidated Gas Co., with Lucille Hall, of 
Grand Rapids, describing the setting up of 
a kitchen planning book and its presenta- 
tion to consumer groups. 

A symposium of five-minute talks brought 
out the variety of home service work, with 
the subjects running the gamut of ‘Theater 
Cooking Schools” by Ruth Soule, The 
Brooklyn Union Gas Co.; “Service Calls by 
Faith Wilken, Dayton Power and Light 
Co.; “Dramatic Use of the Meter’ by 
Thelma Bly of the Wisconsin Power & 
Light Co.; “Figures Too,” (Explaining the 
Gas Bill) by Mrs. Margaret Brooks, Peo- 
ples Power Company, Rock Island, III.; 
“Home Shows” by Janet Sabin, Wisconsin 
Power & Light Co.; and ‘School Contacts” 
by Jewel T. Hensley, The Gas Service Co., 
Topeka, Kansas. 

An explanation of a further contact for 
home service which had wide appeal was 
explained by Albertine Berry, Lone Star 
Gas Company, who described her company’s 
contact with meat dealers in Dallas. 

Fred Karr, manager, The Gas Service 
Co., Wichita, Kansas, brought the group 
to its feet with his closing talk on the 
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Home Service Committee Completes 
Important Projects 


HREE completed projects in the Home 

Service Committee plan of work this 
year were approved by the committee at a 
meeting in Chicago, February 14, with Mrs. 
Eliza Stephenson, Jersey Central Power & 
Light Co., presiding as chairman. 

“Home Service Cooperation in the CP 
Range Program” by Lucille Hall, Michigan 
Consolidated Gas Co., Grand Rapids, will 
be released as an interim bulletin of the 
Commercial Section as soon as_ possible. 
This report contains the results of a survey 
of the members of the Home Service Com- 
mittee. It was found that there were 36 
different types of customers being pre- 
sented with CP range information. 

The major survey on “How Women 
Cook,” a part of the 1939 plan of work, 
was reported completed by Helen Smith, 
Rochester Gas and Electric Corp. As soon as 
charts explaining the figures can be com- 
pleted, this material will also be issued as 
an interim bulletin by the American Gas 
Association. 

A report on water heating information 
and guides for presenting it were given in 
a two-part discussion by Colleen Fowler, 
Kansas City Gas Co., and Mrs. Lyda 
Flanders, Worcester Gas Light Co. Miss 
Fowler presented a revision of subjects 
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worked up in the 1939 program, and Mrs. 
Flanders’ material included a group of 
three sales-slanted talks which can be given 
by home service: the first, in home calls; 
the second, in sales floor demonstrations, 
and the third in lecture demonstrations. 

The committee voted to present this ma- 
terial to the Water Heating Committee in 
the hope that it would be released as an in- 
terim bulletin. 

Two subjects which were given detailed 
discussion were the reports on Home Serv- 
ice Tests for Ranges by Gladys Price, 
Southern California Gas Co., and a Standard 
Time and Temperature Chart being worked 
on by Edna Mohr, Pennsylvania Power & 
Light Co., and Jane Roberts, Roberts and 
Mander Stove Co. 

Other subjects which will be completed 
soon for the Home Service Committee Re- 
port are: Employee Cooperation by Helen 
Reilly, Public Service Electric & Gas Co., 
Summit, N. J.; School Cooperation by 
Flora Dowler, Binghamton Gas Works Co., 
Binghamton, N. Y.; Kitchen Planning, 
F. A. Sansom, International Nickel Co.; 
Consumer Booklet on Refrigeration, Jane 
Tiffany Wagner, Servel, Inc., and Food Sav- 
ings on the CP Range, Ruth Soule, The Brook- 
lyn Union Gas Company, Brooklyn, N. Y. 

















An attention-getter at the heating exposition 


A. G. A. Booth Dramatizes Gas 
Heating at Exposition 


ORE than 25,000 builders, architects 

and engineers gathered at Lakeside 
Hall, Cleveland, Ohio, on January 22-26 
to attend the Sixth International Heating 
and Ventilating Exposition. 

Among the 333 exhibits sponsored by 
nationally known manufacturers of heating 
equipment, controls and accessories was the 
booth sponsored by the Commercial Section 
of the American Gas Association in co- 
operation with The East Ohio Gas Com- 
pany. The booth encompassed 1,025 square 
feet and had as its basic theme the sale of 
gas heat in the residential field during the 
past year. 

Nineteen manufacturers of gas heating 
and water heating equipment and control 
devices joined in presenting this display 
which attracted considerable attention from 
those attending the show. 


Manufacturers Exhibit 

The exhibitors in the booth included L. J. 
Mueller Furnace Co., Bastian-Morley Co., 
Inc., White-Rodgers Electric Co., Detroit 
Lubricator Co., Westinghouse Electric and 
Manufacturing Co., General Controls Co., 
Reznor Manufacturing Co., Forest City 
Foundries, Surface Combustion Corp., Wa- 
terman-Waterbury Company, Ira E. Baker 
Co., Hotstream Heater Co., Cleveland Heater 
Co., Gas Equipment Co., Lennox Furnace 
Co., Bryant Heater Co., Burnham Boiler Co., 
American Radiator-Standard Sanitary Equip- 
ment Corp., Servel, Inc. 

As shown in the photograph, the display 
was featured by a background constructed to 
represent a huge clock which was seven 
feet in diameter. The hand on the clock 
face revolved around the clock, synchro- 
nized with the pendulum which swung 
slowly back and forth in front of the back- 
ground which consisted of a panorama of 
small homes representing a city. 


The caption ‘Gas Heat Sweeps the Na- 
tion’ was in blue letters nine inches high 
and the words “Every Two Minutes An- 
other Home” were in red. Three gas flames 
in the center of the national house heating 
insignia were given reality by means of an 
electric light bulb placed in the rear. The 
words “Two and One Half Million Instal- 
lations” which appeared on the pendulum 
face were also in red with the pendulum 
face being encircled in blue neon. 

The decorative scheme of the booth was 
originated by F. W. Williams, assistant 
secretary of the Commercial Section, and 
constructed by Geo. W. Brown, Inc., of 
Trenton, New Jersey. 

R. O. Glascott, of The East Ohio Gas 
Company, chairman of the Subcommittee 
on Arrangements, and W. R. Teller, of the 
A. G. A. Testing Laboratories in Cleveland, 
Ohio, collaborated in arranging the display. 
In addition to the representatives of the 
various manufacturers the booth was manned 
by employees of The East Ohio Gas: Company. 





J. E. Johnson, Providence Gas Co.; O. J. Haagen, Ohio Fuel Gas Co.; A. J. Maloney, Wi 
ington Gas Light Co.; C. V. Sorenson, Corporation Service, Indianapolis; Grant & 
Servel, Inc., and Bernard T. Franck, Milwaukee Gas Light Co., chairman of the commit 






Gas Refrigeration Sales 
Drive Under Way 


OUNTRY-WIDE approval by the gy 
industry of the year-’round sales drigg 
sponsored by the American Gas Associatigg 
is indicated by the large number of regis 
trations received at the Association's head. 
quarters at 420 Lexington Avenue, Ney 
York City, according to Bernard T. Frank 
chairman of the Refrigeration Committe, 
and vice-president of the Milwauke 
(Wis.) Gas Light Company. 
“The response of the industry to the firs 
year-round sales drive sponsored by the 
Association has been most gratifying to the 





























































































Committee,” stated Mr. Franck. he 
“When we worked out the year-round a 
campaign for gas refrigeration we were & stic 
tablishing a precedent for the industry asa sut 
whole. That the industry has responded » = 
unanimously proves to us that it holds tk@™ “ 
same hopes we do that the theme ‘Life - 
Begins in 40 for Gas Refrigeration’ wil] 1 
see a new era in the sale of gas refrigem = 
tors. FS Pap 
“We feel justified in believing that th tion 
industry as a whole will respond to thi® wo, 
chance to gain the added income which will “ev 
accrue from the year-round sales and in HP dor. 
creased gas load. and 
“In our investigations of the automatic A 
refrigeration field we found that the Amer MM Ohi 
ican public is receptive to gas refrigeration Chai 
not only in the new user market but inf “Thi 
the ever-increasing replacement market. Cont 
“It was upon the results of these invest inter 
gations that the first quarter drive ws gm You 
planned. The opportunity for the gas ing Your 
dustry to dominate the refrigeration fieldis this 
possible through the continuous efforts dg ™ 
the companies and their salesmen.” aah 
ance. 
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American Ranges Best actior 

When gas was first used for cooking@ from 
in the United States many of the rangea® ters, | 
were imported from England. But nova and b 
the ranges made in Europe don’t begga indus: 
to compare with the Certified Performg® 28 an 
ance ranges produced in this country. 80 the 
break 
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Members of the A.G. A. Refrigeration Committee reviewing promotional literature and @ conditi 
cussing sales prospects at the Mid-West Gas Sales Conference in Chicago. Left to right @® dss 
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re first 
yy the SUCCESSFUL sales conference is one 
to the which gives everyone something new 





he can wse—something which he cannot get 
a home. That means the program must 
stick to subjects of current importance, all 





round 
























ra subjects must be handled in a manner and by 
dela men who have something to contribute, and 
Ids the each phase of industrial gas sales activity 
Ty must have its inning. 
‘ lk These are the principles upon which Ralph 
me wil §. Wenner, The Ohio Fuel Gas Co., Toledo, 
frigen- Ohio, and his Committee on Program and 
Papers for the 1940 American Gas Associa- 
hat the tion Conference on Industrial Gas Sales have 
to th #% worked to plan the industrial gas man’s 
ich wil “event of the year,” slated for the Commo- 
and it #™ dore Perry Hotel, Toledo, Ohio, Thursday 
and Friday, March 28-29. 
tomatic According to Franklin T. Rainey, The 
> Amer # Ohio Fuel Gas Co., Columbus, Ohio, and 
geration ™ Chairman of the Industrial Gas Section, 
but nfm “The program for this year’s Industrial Sales 
ket. Conference shows an excellent balance of 
inves: ME interests. Irrespective of the particular part 
‘ve wei You play in maintaining and developing 
gas in fe YOUr company’s non-residential gas load, 
field is this conference promises more than one fea- 
Forts ff wre which will be right up your alley. We 
are anticipating a record-breaking attend- 
ance.” 
Toledo has been picked as the scene of 
action because it is centrally easy to reach 
cooking from a maximum number of industrial cen- 





ters, because its industry is well diversified, 
and because it is a real live-wire center for 
industrial gas. Thursday and Friday, March 
28 and 29, have been selected as the dates 
so that industrial gas men will not have to 
break up a week’s work to attend. 









yuntry. 








Eleven Shirt-Sleeve Features 

Advance information describes the fol- 
lowing features of the program: 

William E. Whalen, The Electric Auto- 
lite Company, will speak for the plant en- 
gineer—will put industrial gas men under 
the’ Microscope and tell them what their 
qustomers think of them. He ought to know. 
He supervises all manner of industrial heat- 
ou in both large and small 

Situated in seven different cities. 

Kendall B. Castle, Jr., Rochester Gas and 
Electric Corp., will treat the summer air 
conditioning phase of non-residential gas 
sales activity. As a man who knows both 
the equipment and the market for it, he will 

what types of gas air conditioning 
we best suited for various types of jobs, 
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Conference Headliners 


Commodore Perry Hotel, 
Toledo, Ohio 


Thursday and Friday, March 28-29 


THURSDAY 
Address of Welcome 
The Honorable John Q. Carey, 
Mayor of Toledo 
What Results Can Be Expected 
from the Use of Gas as A Chemical 
C. George Segeler, American Gas 
Association, New York 
New Developments in Open-Flame 
Heating and Their Importance to 
the Gas Industry 
A. M. Thurston, The East Ohio 
Gas Company, Cleveland 
Planning for Increased Sales 
H. Carl Wolf, Atlanta Gas Light 
Company, Atlanta 
Luncheon Address 
E. M. Tharp, Vice-Pres. and Gen. 
Mgr., The Ohio Fuel Gas Company, 
Columbus 
Detroit Experience with Window 
Displays of Gas in Business 
loyd E. Thomas, Michigan Con- 
solidated Gas Co., Detroit 
Factors Involved in Merchandising 
Air Conditioning 
Kendall B. Castle, Jr., Rochester 
Gas & Electric Corp., Rochester 
Information Please! 
Leader: Ralph L. Towne, Surface 
Combustion Corp., Toledo 


FRIDAY 
Load Building Through Packaged 
Industrial Gas Equipment 
A. F. Koch, Surface Combustion 
Corp., Toledo 
Developments in WNear-Infra-Red 
Ray Heating (A Clinic) 
Leaders: Hale A. Clark, Michigan 
Consolidated Gas Co., Detroit; 
Frederic O. Hess, The Selas Com- 
pany, Philadelphia 
A Plant Engineer Looks at the Gas 
Industry 
William E. Whalen, The Electric 
Auto-lite Company, Toledo 
Address 
The Honorable David Edwards 
Metal Treating and Melting (Dis- 
cussion) 
Leader: Clayton SS. Cronkright, 
Public Service Elec. & Gas Co., 
Newark 
Process and Comfort Air Condition- 
ing (Discussion) 
Leader: Charles R. Bellamy, Co- 
lumbia Gas and Electric Corp., New 
York 
Volume Water Heating (Discus- 
sion) 
Leader: Lawrence E. Biemiller, 
Consolidated Gas lec. Light & 
Power Co. of Baltimore 
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Something for Everyone—at the Industrial 
Gas Sales Conference in Toledo 


and what practical procedures to follow in 
closing orders for this type of business. 

A. F. Koch, The Surface Combustion 
Corporation, will speak for the manufac- 
turers who make cataloged industrial gas 
equipment—the kind which can be sold 
with least special service and greatest reve- 
nue factor to the largest number of pros- 
pects—provided one knows the right way 
to merchandise it. Those right methods of 
merchandising are what Koch will explain. 

No single man could do justice to the 
competitive problem up for analysis this 
year—to wit, near-infra-red ray heating. 
Hence a clinic has been scheduled, at which 
Hale A. Clark, Michigan Consolidated Gas 
Co., Frederic O. Hess, The Selas Co., and 
others, will give authoritative considered 
opinions. One of these will be based upon 
extensive engineering research on the sub- 
ject. The viewpoints of management will be 
aired by dynamic E. M. Tharp, vice-presi- 
dent and general manager, The Ohio Fuel 
Gas Co., who will address the Thursday 
luncheon. And C. George Segeler, Ameri- 
can Gas Association, promises a new slant 
with plenty of technical meat in discussing 
the possibilities of gas as a chemical (as 
well as a fuel) in the ingenious hands of 
twentieth-century industrialists. 

The new General Sales Committee of the 
Industrial Gas Section, just organized in 
December, already has developed sugges- 
tions for general industry contemplation. 
H. Carl Wolf, Atlanta Gas Light Company, 
and chairman of the group, will dish them 
up as related to local sales planning pro- 
cedures. Lloyd E. Thomas, Michigan Con- 
solidated Gas Co., will tell how industrial 
gas window displays in the Detroit com- 
pany’s main office building have built busi- 
ness as well as customer and employee good 
will. 

Nor will the conference neglect the new 
techniques recently developed in open- 
flame heating—for annealing, hardening, 
cutting, singeing, etc. These techniques and 
their importance to the gas industry will be 
evaluated by A. M. Thurston, The East 
Ohio Gas Co., Cleveland. 


Round-Tables and “Information Please!” 

Everyone in attendance at the conference 
will chip in to delineate national trends 
in several important phases of industrial gas 
selling. Parallel round-table discussions, 
like a three-ring circus, will give everyone 
a chance to find out what his colleagues 
(Continued on page 120) 








Industrial Sales Council 


Holds Full Session 
By P. F. GiIBsoN 


Secretary, Mid-West Industrial Gas 
Sales Council 


ELSON R. 
GORSUCH, 
Citizens Gas & Coke 
Utility, Indianapolis, 
Ind., was elected 
chairman to direct 
the activities of the 
Mid-West Industrial 
Gas Council of the 
Industrial Gas Sec- 
tion for the year 
1940 at the annual 
meeting held at the 
Palmer House, Chi- 
cago, on February 2. 
“Boney” Gorsuch, who has promoted in- 
dustrial gas for a considerable period, was 
unanimously selected to succeed “Bill” 
Riach, Jr., outgoing chairman of 1939. 
George L. Ballard, Panhandle Illinois Pipe- 
line Company, Springfield, Illinois, was 
elected vice-chairman, while P. F. Gibson, 
Western United Gas & Electric Co., Au- 
rora, Ill., was retained in office as secretary- 
treasurer for the third consecutive term. 
Chairman Bill Riach, together with his 
assistants, committee chairmen and commit- 
tees were given a vote of appreciation for 
the past year’s activities of the Council. The 
day’s program, covered everything from 
election of officers and round-table discus- 
sion to process movies and the gang’s sing- 
ing Sweet Adeline. 


Nelson R. Gorsuch 


Prospective Customers Attend 

With 150 members and others in at- 
tendance during the course of the pro- 
gram, it appears that A.G.A. Publicity 
Director Harry Smith's exhortations on “‘In- 
dustrial Gas Publicity” at the previous meet- 
ing is bearing fruit, because several mem- 
bers guided some of their own prospective 
customers to the meeting. 

After committee reports and _ general 
business discussion an innovation was 
started by Chairman Riach, who opened 
proceedings with a “Question and Answer” 
period. Questions flew fast, some falling by 
the wayside for future analysis, while prob- 
lems of one member were answered by 
solutions from another. 

A sound film entitled “Flow,” produced 
by Crane Company, was presented by B. A. 
Parks, chief steam engineer. Mr. Parks’ con- 
ception of engineering as the “art of manip- 
ulating the materials and controlling the 
forces of nature for the benefit of man,” 
was well demonstrated in this film. 

Following lunch, another engineering 
phase was given thorough expression by 
A. D. Frydendall, The Peoples Gas Light 
& Coke Company. Mr. Fry’s paper on the 
“Application of Gas to Large Boilers,” 
covered the experience his company has had 
on the subject, including methods of appli- 


cation of gas to about every known type of 
boiler. 

The final formal paper of the day “Com- 
bustion Safeguarding and the Elimination 
of Explosion Hazards” was delivered by 
T. A. Cohen, chief engineer, Wheelco In- 
struments Company, Chicago. With the de- 
mand for safe automatic operation of gas- 
fired equipment continually on the increase, 
industrial gas engineers from eight mid- 


western states took this opportunity 
acquaint themselves with the latest equip 
ment available for this purpose. 

The meeting adjourned at 5:30 P.M., ang 
all hands proceeded to Harry’s New Yorks 
Restaurant where, with thanks and appr 
ciation to the Wheelco Instruments Co 
pany, the members enjoyed an “Op 
House,” including a period of round-tah 
idea swapping, dinner and floor show, 


TMM LLL wit t ELIOT DATE TATE 


Gas Peanut Roaster Cuts Costs 50% 


F 


One of two new Jabez-Burns gas-fired peanut roasters, heated by recirculated air, whith 

have cut by'50 per cent the Frank Tea and Spice Company cost of roasting 6,000,000 pownii 

of peanuts per year for the manufacturer of Jumbo Brand peanut butter. Capable of tw 

tunuously delivering 2,000 pounds of roasted nuts per hour, this roaster is directly fib 

with premixed gas and air, and recirculates air at 325 degrees F. through the space in whit 
the rotating perforated peanut drum turns 


Peanut skin must be removed in a blanch- 

ing machine before the nuts are ground 

into butter. Here we see operators searching 

for stray “vedskins” which slip by the 
blanching apparatus 


These sterilized jars move up in half-squal 
of four to be raised into position fart 
ceiving the finished peanut butter from 
four-cylinder “bottom-up” piston Fill 
Machine Company filler 


These photographs were obtained through the courtesy of J. R. Delaney, supervisor, hole 

restaurant and bakery division, The Cincinnati Gas and Electric Company, whose fine wom} 

in selling gas to food industries since 1922 has established gas as the favored fuel of 900 

leading firms as the Frank Tea and Spice Co., Kroger Grocery and Baking Co., E. } 
Meat Packing Co., Purity Bakery Corp., and others 
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Confucius (the miner) say: Industrial department which 
“hoists” sales standards, “picks” good men, and keeps them 
“digging,” not working in “vein”"—but bound to strike big 


S 


It needn’t cost a lot of money to produce good sales promo- 
tional literature—it’s the idea (not the printing job) that influ- 
ences the prospect. Jack Winn is doing a fine job with a sin- 
gle monthly mimeographed sheet under the printed heading “On 
the Job with Portland Gas.’ He simply chins about the user- 
benefits from recent jobs he’s sold, mentioning a maximum num- 
ber of customers by name and address (16 in December) and 
sticking to types of installations that have a general business 
market in Oregon. 

¢ 


While we're talking about sales literature—here’s proof that 
the right kind works! Fred Hess of Selas Co. has just passed 
along 20 unsolicited “rave” comments on big-time industrial 
gas consumer letter-heads—all about the new Selas booklet 
“Improved Processing.” And, we understand, these letters con- 
stitute “only 20 out of several hundred.” You'd be surprised 
how many of them contain real sales leads. 


Two articles industrial gas men will find worth reading and 
saving—and two Grade-A jobs of describing mechanical instal- 
lations with a dramatic touch: “Skating on Natural Gas,” 
POWER, December, page 94, and “The Plant That Grew Out 
of Cheese,” BRICK & CLAY RECORD, December, page 20. We 
owe a “thank-you” to both Editors Swain and Steinhoff, who 
seem to be as good reporters as editors. 


* 


Bring your knottiest (not naughtiest) sales problem along 
with you when you come to Toledo for the 1940 A. G. A. Indus- 
trial Gas Sales Conference on the 28th and 29th of this month. 
Six veterans in selling non-residential gas under all conditions 
have been lined up to take all comers in a “Stump the Ex- 
perts” session. If anybody can give you an answer, they can. 


a 


Another new specialized gas appliance for a special indus- 
trial job is Heil and Company’s (Cleveland, O.) lead-lined 
chromium plating tank with self-contained gas heating system. 
Manufacturer claims “efficiency equal to immersion tube tanks, 
but without fire-tubes or flues exposed to chromic acid bath.” 


¢ 


The magazine MEDICAL ECONOMICS finds that 72% of 
doctors with air-conditioned offices recommend it to other physi- 
cians, 90% find it an aid in diagnosis, 29% can trace an increase 
in practice to it. Now, if anyone will listen to our “heat shock” 
argument against excessive cooling without sufficient drying, it 
ought to be a medico. Doesn’t this add up to a market we 
haven’t pushed enough? 

¢ 


The industrial and business press of the country is waiting 
for news of your ace jobs. But your A. G. A. Industrial Gas Pub- 
licity Committee couldn’t possibly send a man to cover instal- 
lations in every city every year. However, it can edit for pub- 
lication and place with the editors of the right magazines all the 
material submitted to it by mail. So don’t wait if you've just 
completed a newsworthy job—send in the facts and photos. 
We'll come back for more if that’s not enough. And don’t worry 
about writing talent—that’s what editors and publicity commit- 
tees are made for. 















The National Advertising Committee of the Industrial Gas Section, 
J. P. Leinroth, chairman, and F. B. Jones, vice-chairman, announces 
that full-page advertisements will appear in the trade and business 
magazines listed below during the month of March. These ad- 
vettisements are prepared in cooperation with the Committee on 
National Advertising as a part of the Association's national adver- 
tising campaign. 

Hotels & Restaurants 

Summer air-conditioning accomplished 
with Gas for famous Maramor Restau- 
rant, Columbus, Ohio. 

CHAIN STORE AGE Cooking made more efficient and eco- 
(Fountain & Restaurant nomical with Gas for one of Bard’s 38 
Section ) food stores in Western Pennsylvania. 


HOTEL MANAGEMENT 
AMERICAN RESTAURANT 


Ceramic Industry 
Baking of enamel on gasoline pumips 
speeded and improved at lowered cost 


CERAMIC INDUSTRY 


hal f-sqnae with Gas for Dayton Pump and Manu- 
on for facturing Co., Dayton, Ohio. 

‘er from 

ton FF Food Industry 

a BAKERS HELPER (Mar.2) Fuel cost cut and product improved 


BAKERS WEEKLY (Mar.2) with Gas for Model Home Bakery, 
isor, hote Milwaukee, Wis. 
FOOD INDUSTRIES More economical and efficient coffee 
1el of $08 roasting with Gas fuel for Dwight 
, ES Edwards Company, San Francisco, in 


its Portland plant. 





INDUSTRIAL AND COMMERCIAL NATIONAL ADVERTISING FOR MARCH 


Hospitals & Schools 


Tradition of good food maintained 
with Gas for patients and personnel of 
Hospital of St. Barnabas and for 
Women and Children, Newark, N. J. 


Food costs kept low with Gas, qual- 
ity of food improved, for cafeteria of 
new $1,000,000 Weequahic High 
School, Newark, N. J. 


MODERN HOSPITAL 


AMERICAN SCHOOL BOARD 
JOURNAL 


Metals Industry 
Carburizing and annealing speeded up, 
conditions improved, with Gas for 
Free Sewing Machine Co., Rockford, 
Ill. 


THE IRON AGE (Mar. 7) 
STEEL (Mar. 4) 

METALS & ALLOYS 

METAL PROGRESS 
INDUSTRIAL HEATING 
HEAT TREATING & FORGING 


Processing Industry 

Baking of enamel on gasoline pumps 
speeded and improved at lowered cost 
with Gas for Dayton Pump and Manu- 
facturing Co., Dayton, Ohio. 


CHEMICAL & 
METALLURGICAL ENG'G 


General Manufacturing 
Difficult heat-treating of tungsten and 
molybdenum accomplished with Gas 
for Sirian Wire and Contact Co., New- 
ark, N. J. 


INDUSTRIAL POWER 
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NATIONAL ADVERTISING 

(Continued from page 88) 
tition began to give way to something 
more like the psychology of a new in- 
dustry that has only scratched the sur- 
face of its potential accomplishments. 
We were ready for the next step, which 
was translated into the slogan, ‘Gas for 
the Four Big Jobs.” Then, as if it were 
the realization of an implied promise 
which our national advertising had 
been making to the gas-consuming pub- 
lic, came the Certified Performance Gas 
Range. 

The technical details of the advertis- 
ing influence that was placed behind 
this great development in the service 
rendered by gas to the American home- 
maker is of interest chiefly to the pro- 
fessional advertising man, and the ad- 
vertising trade press has devoted many 
columns to this subject. All that I can 
or should wish to do here is to point 
once more to the justification which 
your advertising committee feels that 
it has in pursuing a single-minded 
policy with regard to its main purpose 
—that of focussing public interest and 
attention on the accomplishments of 
the gas industry so that today, instead 
of the problem of gaining some meas- 


ure of respect from the people we 
serve, we have the more difficult, but 
infinitely more encouraging, prospect 
of seeing that we do not disappoint the 
expectations that have been aroused. 


Science in Advertising 

One technical detail connected with 
our advertising may be of some interest, 
because it concerns the differences of 
opinion that normally arise among in- 
dividuals, even in advertising circles, as 
to what constitutes effective advertising 
copy. Many attempts have been made 
in recent years to apply scientific princi- 
ples to the preparation of advertising, 
and certain of these principles have 
been found to have some validity. But 
fundamentally, advertising is closer to 
art than it is to science, because its 
ultimate aim is to influence the human 
mind, to which the direct path is 
through the emotions. Really scien- 
tific advertising, if that were possible, 
would probably defeat its own pur- 
pose. If the Modern Kitchen Bureau 
and the A.G. A. national advertising 


were equally effective, in the sense that 
it could predetermine the result, then 
what range would Mrs. Homemaker 
have in her kitchen? Both or neither ? 
The question supplies its own answer ; 
but fortunately it need not be seriously 
advanced. 

Science is exact, and art is relative, 
but where science can help, your adver- 
tising committee has left no stone un- 
turned. One prerequisite of all adver- 
tising is to gain attention, because it 
matters little what we say if there is 
nobody to see or hear it. In this regard, 
certain scientific principles can be ap- 
plied, though with so many qualifica- 
tions that we cannot be sure even of 
their success until after the advertise- 
ment has appeared. 


Checking Reader Reaction 


The answer, then, lies in constant 
checking and rechecking of reader re- 
action, and this is done by specialized 
agencies, one of which our advertising 
agency regularly employs for your com- 
mittee’s guidance as well as their own. 
The technique is one that has been care- 
fully worked out over a period of years 
and requires the hard but certain proc- 
ess of personal surveys. Many thou- 
sands of people of all types and income 
groups in all parts of the country are 
called on in the course of the year and 
their observation and identification of 
given advertisements recorded for the 
information of the advertiser. Their 
reactions are translated in various ways, 
one of the most pertinent being a dol- 
lars-and-cents accounting of the effec- 
tive cost of the advertisement in ques- 
tion. 

For example, on the basis of the 
number observing the advertisement, 
the cost of the current A. G. A. copy 
averages $9.23 per thousand, or ap- 
proximately nine-tenths of a cent per 
person. On the basis of those who can 
correctly identify the advertisement, the 
average cost is $46.13 per thousand, or 
about 4.6¢ per person. The A.G. A. 
observation cost of $9.23 per thousand 
compares with a cost of $13.24 for the 
electric range advertising of the Mod- 
ern Kitchen Bureau and $12.93 for the 
Ice Industries. The identification cost 
for A.G. A. of $46.13 per thousand 
compares with a cost of $103.45 for the 


Modern Kitchen Bureau and $105j 
for the Ice Industries. 

The head of the reporting ageng 
who has no axe to grind, in comme 
ing on the association advertising g 
gas, ice, and electricity a little over 
year ago said: ‘“Competitively spe 
ing, gas seems to have obtained 
greater public consciousness than eith 
electricity or ice, since a compatativg 
strong brand impression seems to em 
in the public’s mind either as gas its 
or as any particular brand of pam 
range. ; 

The defense rests. The promotig 
goes on to bigger and better thing 
Last week the Copy Committee mg 
again in New York for a twelve-hoy 
session. It was one of the most prodix 
tive meetings that we have ever hel 
and next fall and winter you will 
doubtedly see some of the results q 
that work. In the meantime, the 
tional Advertising Committee, calle 
by Major Strickler, will have revi 
the results of the past six months anj 
given us the benefit of its advice ast 
the industry's current requirements. 

My belief is that national advertising ( 
for the gas industry is here to stay, nd ( 
because you or I want it, whether» 
do or not, but because the public & 
pects it, because they have benefittel 
from it even as the gas industry itsdl 
has benefitted, and other action woul 
be to confess at once our own doult 
as to the ultimate wisdom and suceg 
of our present undertakings not o | 
in the Certified Performance prognamll eff 
but also in dozens of other related aim 
tivities. 

And—oh, yes, one other thing: 
member the gypsies! pay 
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COMPANY LIBRARY and 

(Continued from page 96) 
ing sections. The supplemental a 
terial is not required reading fort 
course, but is prepared for the Gill ser 
venience of those who desire to Gag thor 
tinue their study of any of the subj 
named. 

Any employee may enroll by apPHR ov. 
ing to the library. A book is lent i acco 
one month and, when returned, @iy qe 
other is sent. Upon completion of amy © 
course, the student is given an & 
nation based on a series of questi 4... 
prepared by the educational GepWiiil a si 
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ment. If satisfactory, the employee is 

ted with a certificate signed by 
the librarian and the educational di- 
rector. 

The first four courses were compiled 
in 1926. Others were added from time 
to time and the entire series has been 
revised twice. Altogether, 469 em- 
ployees have taken advantage of the 
courses. 

As may be drawn from this outline 
of the activities of the library, its func- 
tion is to operate as an information 
service to the entire body of the organ- 
ization. All developments within the 
library propose to conserve the time 
of those whose special responsibilities 
lie in other fields. The responsibility 
of our staff is to give quick and accu- 
rate service, and in that way to sup- 
port and promote the business of the 


company. 





































































LO, THE POOR CREDIT MAN 


(Continued from page 108) 







decide to cancel his guarantee during 
the life of the contract. 

(2) He may require that judgment be se- 
cured against the party guaranteed. 

(3) It may be necessary to bring suit and 
have judgment entered against the 
guarantor and liability under a guar- 
antee is difficult to prove. 











(4) If the guarantor is engaged in the same 
line of business, both he and the party 
guaranteed may suffer from the same 
economic conditions and the guarantee 
would become void. 









For these reasons and also because the 
effort to enforce the obligation is apt to 
result in alienating the good will of two 
customers instead of one, guarantees are 
not desirable and are avoided. 

The customer may claim to be unable to 
pay the deposit in one sum where the 
amount is several hundred dollars, as is 
sometimes the case with industrial cus- 
tomers. In some cases it may be permissible 
and advisable to spread the payment over 
two or three months. The customer prom- 
iss to pay his current bills on or before 
the due date plus the deposit installments 
and recognizes our right to disconnect his 
service if he fails to pay as agreed and au- 
thorizes us to do so. 

Fortunately a majority of customers pay 
their monthly gas bills in time to prevent 
ay necessity for collection activity. How- 
ver, the failure of a customer to pay his 
account after formal notification of delin- 
qency must result in a discontinuance of 
stvice. The company is compelled to do 
this or, as an alternative, to accept further 

The question is often asked, “Why 
does the company insist on the payment of 
‘single month's bill?” It is easily answered 
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Praises Gas Heat 
in Poem 


Hedley J. Richards, of St Louis, 
Mo., thinks so much of automatic gas 
heat that he composed the following 
poem and sent it to E. L. Ramsey, su- 
pervisor of the Personal Contact Di- 
vision of The Laclede Gas Light Com- 
pany: 

It’s clean and it beats any 

kind of a fire. 
And besides you can get 
Any heat you desire. 

The adjustment is easy— 

On this point, I’m emphatic. 

It's a triumph in heating 

And quite automatic. 
It's perfectly noiseless 
And safe in all ways .. . 
You can leave your home safely 
The coldest of days 
Knowing full well that 
Upon your return 
Your home will be comfy 
And nothing will burn 
Excepting the gas, which 
I truly can state 
Is figured to you 
At a special low rate. 











when we remember that customers have 
used two months’ service at the time the 
collector calls. Failure to pay a single 
month's bill on the part of a retail or in- 
dustrial customer may be the beginning of 
the end, as it is the practice of the majority 
of good business men to discount their bills, 
especially for continuous requirements such 
as gas. 

A charge is sometimes made for recon- 
nection of service discontinued for non-pay- 
ment. This charge does not give full reim- 
bursement in most cases for the expenses 
incurred. If it were not made, many cus- 
tomers would pay no heed to a threat of 
discontinuance. 

In some cases large retail and industrial 
customers may want to resume service 
which has been shut off for non-payment 
at a time when they are unable to pay the 
full amount outstanding. As in the case of 
partial deposits, it is sometimes possible 
for service to be restored under a special 
agreement extending payment of the ar- 
rears Over a short period of time. 

We must be prompt and strict in the 
collection of large accounts because of the 
corresponding risk, especially where unex- 
pired minimums are involved. You can help 
us immeasurably by watching intently and 
expediting the settlement of complaints, 
especially where the customer is felt to 
be shaky financially. 

If you have perused this letter to this 
point, you undoubtedly have a clearer con- 
ception of the credit man’s problems than 
before which, after all is said and done, is 
the only excuse for taking the time of both 


[119 ] 





of us. Perhaps you don’t agree with some 
of the things I have said and want to 
talk things over. In any event, my door is 
always open to you for a friendly discus- 
sion of our common problems. 
Sincerely yours, 
Your CREDIT SUPERVISOR 


HOME SERVICE ON THE JOB 
(Continued from page 113) 
“Factors of Good Public Speaking.’’ Mr. 
Karr, with a dramatic background of train- 
ing and experience, illustrated good public 
speaking with excerpts from Hamlet and 
other stage presentations. 

Nearly 200 people were in attendance 
at the Home Service Lunchon following the 
morning session. C. A. Luther, The Peo- 
ples Gas Light & Coke Co., was in charge 
of the arrangements, with Miss Fowler 
again presiding. 

E. R. Felber, vice-president, Madison Gas 
and Electric Co., welcomed the group to 
the luncheon, and concluded his brief re- 
marks with: ‘Confucius say: ‘he who talk 
too long to woman better look out.’” 

“The Big Survey Breaks’ was presented 
by Helen Smith of the Rochester Gas & 
Electric Company. Miss Smith, with the aid 
of charts and figures, gave the results ob- 
tained in the survey conducted by the 1939 
Home Service Committee to get pertinent 
information on how women cook. These re- 
sults were the subject of comment in the 
last issue of the MONTHLY and will be 
made the basis of an interim bulletin to be 
issued shortly by the American Gas Asso- 
ciation. 

R. S. Agee, sales promotion manager, 
A.G.A.E.M., paid tribute to the way in 
which home service people have supported 
the CP range program since its inception. 


Gas Engine Handbook 
Scores Hit 


REMSCHEL, veteran gas engine ex- 

. pert with Southern Counties Gas 
Company of California, certainly gave in- 
dustrial gas men a lift when he climaxed 
his long and successful career by summariz- 
ing 20 years of careful work in the first 
gas industry handbook on gas-fueled inter- 
nal combustion engines. Since the A. G. A. 
Gas Engine Power Committee published 
the text last Fall, so many enthusiastic re- 
ports have been pouring in (not only from 
within the gas business but from the gen- 
eral power field) that Mr. Remschel can 
take real pride in having contributed some- 
thing natural gas men, engine manufactur- 
ers, power engineers, and power users have 
long been waiting for. 

If you haven’t yet read through Mr. 
Remschel’s work, now's the time to do it. 
The gas engine load is growing, and the 
“Gas Engine Handbook” can help you to 
accelerate its development in your territory. 
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Cold Spell Brings 
Record Sales 


UTPUT of gas by United Gas Pipe 

Line Co. hit an all-time record in 
January as a result of the cold spell 
throughout the company’s territory, N. C. 
McGowen, president of the company, said, 
adding that the company was delivering gas 
at the rate of more than a billion cubic 
feet a day. 

“In order to assure dependable gas serv- 
ice for our customers and local distribut- 
ing companies we have every available em- 
ployee on the job and we are drawing gas 
from more than 1,400 wells in the 70 dif- 
ferent fields connected to our 6,500 mile 
pipe-line system,” said President McGowen. 


“The big demand for natural gas as a result 
of the quick and decisive drop in tempera- 
ture is being met throughout our system be- 
cause of our extensive and adequate facil- 
ities, ready to meet such emergencies.” 

The company also had the largest Decem- 
ber output ever recorded. 


Gas Progress Cited 


FULL page advertisement in the Jan- 

uary 24 issue of The Financial 
World by the Columbia Gas & Electric Cor- 
poration stresses the noteworthy progress 
of the gas industry in this country. Under 
the heading, “Continued Vitality for the 
Gas Industry,” the advertisement points out 
that gas is available to a combined popula- 
tion of 81,000,000 and that the industry re- 
quires an investment in plant and equip- 
ment of nearly $5,000,000,000. 

Columbia System companies, the adver- 
tisement explains, extend their operations 
through Ohio, Indiana, Kentucky, West 
Virginia, Pennsylvania, Maryland and New 
York. ‘Fed by vast reserves, a network of 
interconnecting pipe lines supplies reliable 
gas to more than 1,100,000 customers. In 
addition, these operating units provide elec- 
tric service to some 350,000 customers,” it 
is stated. 


TOLEDO SALES CONFERENCE 
(Continued from page 115) 
throughout the country are doing to get 
business in such fields as: metal treating 
and melting, process and comfort air condi- 
tioning, volume water heating, etc. Com- 
mittee Chairmen Clayton S. Cronkright, 
Public Service Electric & Gas Co., New- 
ark, N. J., Charles R. Bellamy, Columbia 
Gas & Electric Corp., New York, and 
Lawrence E. Biemiller, Consolidated Gas 
Elec. Light & Power Co. of Baltimore, will 
guide the discussions above noted “to keep 

them in the center of the road.” 

And finally, to offer an expert analysis 
of special problems to anyone ready to rise 
to his feet and phrase his “sticker,” Ralph 
L. Towne, Toledo, and six “Information 
Please!” experts he has assembled from top 
gas utilities in various parts of the country 


will take all comers and give the confer- 
ence the benefit of some mighty high-grade 
industrial gas experience. 

In addition to the eleven shirt-sleeve 
features just described, there will be the 
Mayor of Toledo, whacking good dinners 
and luncheons, and the Honorable David 
Edwards. 


Plan Training Program 


CONFERENCE of all division superin- 
tendents of the Republic Light, Heat 
& Power Co., Inc., and its associate com- 
pany, the Dominion Natural Gas Co., Ltd., 
was held at Niagara Falls, N. Y. on Febru- 
ary 9 to formulate an employees’ training 
program. The program is expected to give 
the employees a greater sense of responsi- 
bility of their positions and their importance 
in providing the best in customer service. 
H. P. Nagel, of the Buffalo office, was 
placed in charge as educational director. 
The conference was called by S. B. Sever- 
son, vice-president and general manager of 
the Republic company, under whose guid- 
ance the two companies have made out- 
standing records in the fields of employee 
training, cooperation and participation in 
sales programs. Mr. Severson has described 
these activities at meetings of the American 
Gas Association. 


Sittin 


Natural Gas Called 
Big Business 


HE production and sale of natural 

with a capital investment of arg 
$21, billions and annual revenues of q 
to $450 millions, has become big busing 
Francis C. Fullerton points out in an 
cle on “The Outlook for Natural Ga 
which appeared in the January 27 issue 
The Magazine of Wall Street. 

Rapid expansion of the natural gas ind 
try, particularly in the 1920's, resulted; 
an industry which, today, consists of g 
than 180,000 miles of gathering, transm 
sion and distribution lines serving q 
munities of some 34 million total pop 
in 35 states and the District of Colum 
the article states. 

“Unlike manufactured gas,” it conting 
“natural gas is sold mostly to industrial 
commercial users, chiefly the copper sme 
ing, glass and steel trades. The industy 
market accounted for 71 per cent of qi 
footage sales in 1938. In terms of dollag 
however, it is the domestic market that; 
most important, sales to household 
ers the same year having provided 58 
cent of the industry’s gross.” 

The article contains an analysis of { 
earnings and present outlook of represent 
tive gas companies. 
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Personnel Service 


SERVICES OFFERED 


Manufacturers’ sales executive with broad ex- 
perience. Utilities and distributors in East. 
Excellent, record and reputation. Outstand- 
ing contacts. Desires change. 1340. 


Technically trained, experienced, commercial, 
industrial or house heating sales merchan- 
diser whose knowledge of rate making, bud- 
get control, advertising along with proven 
sales methods and sales ability will increase 
and sustain revenues. 1345. 


Manufacturer’s representative with excellent 
metropolitan New York utility contact sell- 
ing automatic gas storage water heaters and 
accessories, boiler and pipe compounds on 
commission basis would like to add to line 
non-competing specialties of merit. 1348. 


Aggressive young man desires change with 
future. Two engineering degrees. Eight 
years’ extensive experience with large lead- 
ing natural and manufactured gas properties 
on distribution—construction, engineering 
and operation; appliance servicing, testing, 
and servicing education. Excellent refer- 
ences. (35, married.) 1 


Accountant and assistant to comptroller; 3 
years’ industrial work. 14 years’ diversified 
accounting including supervisory public ac- 
counting experience, including costs, taxes, 
system installations and revisions, auditing; 
specialized in public utilities. Recently com- 
pleted numerous natural gas financial state- 
ments and data for petitions to State Public 
Service Commission. 1351. 


SERVICES OFFERED 


Position wanted with gas utility or appliance 
company; graduate engineer. Familiar with 
industrial and househeating problems. Have 
had several years of experience with gas 


utilities. This has covered sales and 
vision work. Can produce results and fa 
nish the best of references. 1352 


Services available for management gas utili 
Any location. Thoroughly experienced # 
coke oven operation, manufacture, mix 
and distribution of retort, producer, 
and natural gas. Vast knowledge 1) 
tion and mixing coals for manufacture 
ous grades coke and by-products. Partin 
larly qualified to obtain highest efficients 
and economies. Personal interview. 1 


Salesman. 10 years utility, good education 
gas and electric appliances, illuminati 
sales; capable of training dealers, and s 
man. Employee prospect building, coop 
ative advertising and promotion experita 
A. G. A. sales course completed; dist 
tion and production experience; (29). &@# 


Graduate Chemist (1937) single, now emp 
seeks placement with gas company. 
years’ experience in coke, by-product 
pig iron works techniques. (26). 1355 


Sales Supervisor (38) single—excellent cont 
man—l2 years’ exper.ence directing salesn 
selling gas service direct to consumer. Dest 
change—willing to travel. 1356. 


POSITIONS OPEN 


A manufacturer well and favorably knowl 
the gas industry desires representation 
water heaters and conversion burners ® 
an established sales agent on comm 
basis in St. Louis, Missouri, and adj 
territory within approximately a 10 
radius. 0342. 


Young industrial gas engineer for 
with manufacturer of industrial gas® 
ment. Prefer graduate engineer wi 
experience. All details first letter. 


[ 120] American Gas buovialton MO 
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1939 Advisory Council 


F. M. BANKS 

C. E. BENNETT 
C. W. BENNETT 
HALE A. CLARK 


H. C. CooPpER 
HuGH CUTHRELL 
W. E. DERWENT 
MERRILL N. Davis 
H. A. EHRMANN 


Los Angeles, Calif. 


Pittsburgh, Pa. 


Brooklyn, N. Y. 


New York, N. Y. 
San Francisco, Calif. 


Detroit, Mich. 
Detroit, Mich. 


Pittsburgh, Pa. 


Rockford, Ill. 
Bradford, Pa. 


New York, N. Y. 


F. M. GoopwIn 
F. L. GRIFFITH 


RoBERT W. HENDEE. . .Colorado Springs, Colo. 
Philadelphia, Pa. 


C. W. HuNTER 


Knoxville, Tenn. 


Detroit, Mich. 


Boston, Mass. 


F. A. LYDECKER 
R. L. MANIER 

N. C. McGowEN 
F. X. METTENET 
D. H. MITCHELL 


Wm. MOELLER, JR 
B. J. MULLANEY 
HENRY OBERMEYER 
JAMES F. POLLARD 
J. V. PosTLes 

W. FRANK ROBERTS 


Otto SNYDER 

W. E. STEINWEDELL 
JOHN K. SWANSON 
FRANK H. TREMBLY, JR 
GEORGE E. WELKER 

T. R. WEYMOUTH 


Newark, N. J. 
Syracuse, N. Y. 
Shreveport, La. 
Chicago, Ill. 
Hammond, Ind. 
Chicago, IIl. 

Los Angeles, Calif. 
Chicago, Ill. 

New York, N. Y. 
Seattle, Wash. 
Philadelphia, Pa. 
Baltimore, Md. 
New York, N. Y. 


Cleveland, Ohio 
Saskatoon, Canada 
Philadelphia, Pa. 
Oil City, Pa. 
New York, N. Y. 





AFFILIATED ASSOCIATIONS 


Association of Gas Appliance and 
Equipment Manufacturers 

Pres—Frank H. Adams, Surface 
Combustion Corp., Toledo, Ohio. 

Exec. Sec—C. W. Berghorn, 60 
East 42nd St., New York, N. Y. 


Canadian Gas Association 

Pres.—Julian Garrett, Northwestern 
Utilities Ltd., Edmonton, Alberta. 

Sec.-Tr—G. W. Allen, 7 Astley 
Ave., Toronto. 


Empire State Gas and Electric As- 
sociation 

Pres.—E. P. Prezzano, Westchester 
Lighting Co., Mt. Vernon, N. Y. 

Chairman, Gas Section—F. F. Ing- 
wall, Binghamton Gas Works, 
Binghamton, N. Y. 

Sec.—George H. Smith, Grand Cen- 
tral Terminal, New York, N. Y. 


Illinois Public Utilities Association 

Pres.—E. F. Kelly, Central Illinois 
Public Service Co., Springfield, Ill. 

Sec.—Jack Abbey, Room 608, IIli- 
nois Building, Springfield, Ill. 


Indiana Gas Association 


Pres—Paul A. McLeod, Public 
Service Co. of Indiana, New 
Castle, Ind. 

Sec.-Tr.—H. Wayne Thornburg, Cen- 
_ Indiana Gas Co., Anderson, 
nd. 


Michigan Gas Association 

Pres.—Dean W. Flowers, Michigan 
Consolidated Gas Co., Muskegon, 
Mich. 

Sec.-Tr.—A. G. Schroeder, Michigan 
Consolidated Gas Co., Grand 
Rapids, Mich. 


Maryland Utilities Association 

Pres.—J. A. Stoll, Baltimore Transit 
Co., Baltimore, Md. 

Sec.—W. D. Haley, 16 Carroll Ave., 
Takoma Park, Md. 


Mid-West Gas Association 

Pres—Fred J. Gunther, Iowa-Ne- 
braska Light & Power Co., Lin- 
coln, Neb. 

Sec.-Tr.—Roy B. Searing, Sioux 
City Gas & Electric Co., Sioux 
City, lowa. 


Missouri Association of Public 
Utilities 

Pres—E. H. Lewis, St. Louis 
County Gas Co., Webster Groves, 


Mo. 

Sec.-Tr.—N. R. Beagle, Missouri 
Power & Light Co., Jefferson 
City, Mo. 

Asst. Sec.—Jesse Blythe, 103 West 
High St., Jefferson City, Mo. 


New England Gas Association 

Pres.—R. J. Rutherford, Worcester 
Gas Light Co., Worcester, Mass. 

Exec. Sec.—Clark Belden, 41 Mt. 
Vernon St., Boston, Mass. 


New Jersey Gas Association 


Pres.—George B. Webber, Public 
Service Electric & Gas Co., Newark, 
N 


Sec.-Tr.—H. A. Sutton, Public 
Service Electric and Gas Co., 
Newark, N. J. 


Ohio Gas and Oil Men’s Association 

Pres.—T. C. Jones, The Delaware 
Gas Co., Delaware, Ohio. 

Sec.-Tr.—Frank B. Maullar, 811 
First National Bank Bldg., Co- 
lumbus, Ohio. 


Oklahoma Utilities Association 
Pres——Frank B. Long, Oklahoma 
Natural Gas Co., Tulsa, Okla. 
Sec.—Kate A. Niblack,625 Biltmore 
Hotel, Oklahoma City, Okla. 


Pacific Coast Gas Association 

Pres.—A. E. Holloway, San Diego 
Consolidated Gas & Electric Co., 
San Diego, Calif. 

Mang. Dir.—Clifford Johnstone, 
447 Sutter St., San Francisco, 
Calif. 


Pennsylvania Gas Association 

Pres.—L. B. Eichengreen, Phila- 
delphia Electric Co., Philadel- 
phia, Pa. 

Sec.—William Naile, Lebanon Val- 
ley Gas Co., Lebanon, Pa. 


Pennsylvania Natural Gas Men’s 
Association 

Pres—W. H. Haupt, Acme Drill- 
ing Co., Coudersport, Pa. 

Sec.-Tr.—B. H. Smyers, Jr., 435 
Sixth Ave., Pittsburgh, Pa. 


Southern Gas Association 

Pres.—C. B. Wilson, Arkansas Lou- 
isiana Gas Co., Little Rock, Arkan- 
sas. 

Sec.-Tr.—S. L. Drumm, New Or- 
leans Public Service Inc., New 
Orleans, La. 


Wisconsin Utilities Association 

Pres—Bruno Rahn, Milwaukee Gas 
Light Co., Milwaukee, Wis. 

Exec. Sec_—A. F. Herwig, 135 West 
Wells St., Milwaukee, Wis. 






































AMERICAN GAS ASSOCIATION 


HEADQUARTERS, 420 LEXINGTON AVE., NEW YORK, N. Y. 


OFFICERS AND DIRECTORS 
New York, N, Y. 


Chicago, Il. 
a N. Y. 


Secretary 

Director, Publicity-Advtg. C. W. PERSON 
Chairman, Publicity and Advig. Committee.C. A. TATTERSALL 
Director, Home Appliance Planning Bur.. 3 W. WEST, Jr. 
Sectional Vice-Pres. 


pizeceecn 


Cabenbus Ohio. 
. GUYER Chicago, Ill. 
ELMER F. SCHMIDT Dallas, Texas 
Sectional Vice-Pres. .................... F. M. GOODWIN Boston, Mass. 


i rt, Conn. 
Philadelphia, Pa. 
New York, N. Y. 
New York, N. Y¥. 


Philadelphia, Pa. 
Cleveland, Ohio 
Philadelphia, Pa. 
Houston, Texas 
Shreveport, La. 


New York, N.Y. 
Philadelphia, Pa. 
N.Y 


NE 
Worcester, Mass, 
K Nia 


Columbus, Ohio 
; Ga. 
New York, N. Y. 


Chicago, Ill. 
Dallas, Texas 
New York, N. Y. 


Boston, Mass. 
Pittsburgh, Pa. 
New York, N. Y, 





A. G. A. TESTING LABORATORIES— 1032 East 62nd Street, Clev. 
1425 ee Vista Avenue, Los i 
emaoragy Managing Committee...N. T. SELLMAN New York, N. ¥, 
R, M. IN Cleveland, Ohio 
Los Angeles, Calif. 
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